PSYCHOLOGICAL  MOMENT  IN  SELLING 


WOOD  COMBINATION  WINDOWS 


HOW  TO  SELL  WINDOW  FANS 


HOME  INCINERATORS 


NPA  AND  ALUMINUM 


Robot-O^ 


■  Twenty  •  Two  beautiful  tints  and  * 
H  shades.  Decorative  combinations  I 
without  limit,  ROBOT-GRIP  with  a 
I  hundred  suction  cups  plus  center  | 
_  supports  to  prevent  dishing.  h 


Shel  ^dhiiiveFed  New  Standards  I 
of  Home  Beautification 
with  ^  BSs® 


at  these  features  .  .  .  con-  . 
cealed  cabinet  lighting  .  .  .  dis-  I 
tinctive  designs  .  .  .  mirror  clips  ■ 
to  eliminate  eye-sore  clamps  .  .  .  * 
plus  a  guarantee  against  silver  B 
spoilage  .  .  .  you'll  find  them  all 
in  Stylon  Medicine  Cabinets.  | 


A  wide  range  of  china  and  chrome  * 
I  bathroom  accessories  skillfully  de-  | 
_  signed  for  functional  use.  adding  _ 
I  the  finishing  touch  to  new  or  re-  | 
■  modeling  installations.  ■ 


and  from  each  Installation  {f^ 
STYLON  brings  you  a 
3~umy  Profit  Opportunity 


It’s  so  easy  to  make  3  profits  when  you  sell  a  Stylon  Plastic 
Tile  installation.  For  most  customers  want  complete 
bathroom  beautification  .  .  .  and  that  means  Stylon 
Medicine  Cabinets  plus  China  or  Chrome  acces¬ 
sories  .  .  .  You  get  the  complete  line  from  Stylon  .  .  .  the 
name  that  brings  you  3  profit  opportunities  on  every  t 
sale  you  make.  See  Stylon  .  .  .  Stylon  means  sales!  \ 


STYLON  brings  you  a  new  prac¬ 
tical  plan  for  profits  .  .  .  Pre- 
Packaged  Stylon  plastic  tile  which 
means  smaller  inventories  for  you 
and  a  new  opportunity  for  over- 
the-counter  sales  .  .  .  plus  sales- 
packed  point  -  of  -  purchase  mer¬ 
chandising  displays  for  selling 
“Do-It-Yourself’  home  tiling. 


857  Cemmeiiw«alth  Av«. 
■ostoa  15,  Mots. 


l»y  #k«  AbM*  •#  e«aiai«r««,  •f  ttaaearit 
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Name. 


Firm  Nome 


Address 


no  shortages  —  no  limit  on  soles 
^^lets  soft  light  filter  through 

sealed-in  color  all  the  way  through 


»  non>criHcfiii<jEliK4am 
iH«arontt«  your  customers  o  dc* 
dote  with  confidence. 

STAYUTfS  shode  without  dork-’ 
enine  rooms,  provide  year 
'round  protection.  Rigid,  fully 
ventilated.  Cannot  rust,  rot  or, 
worp.  Q 

Beautiful,  soft  textured  color  is 
seoled-in.  No  periodic  pointing 
required.  Mony  beautiful  colors 
for  windows,  doors,  patios, 
store  fronts. 


Stuhl 


9«2S  iYNNAVfN  tOM.  YOUMSTOWN  II. OHIO 


STAHL  INDUSTRIES,  INC.,  AWNING  DIVISION 
3625  LYNHAVEN  ROAD.  YOUNGSTOWN  11,  OHIO 
I  1  Please  send  complete  dealer  information 
I  1  Please  send  me  a  display  model  at  cost 

(Cost  to  be  $10— to  be  refunded  upon  return  in  good 
condition) 


City _ _ Zone _ StotC- 

I  om  interested  in  (  )  Distributorship 

(  )  Dealership 


Made  of  Miracle  Material . . . 
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BUILDING  SPECIALTIES 


CLIMALITE 


CLIMALITE 


ATTEHTIOH  V/STRiBUTORS! 

IT'S  SELF-STORING! 

IT  SLIDES! 

IT'S  TWO-TRACK! 

UNLIMITED  SUPPLY! 

THE  ACE  INDUSTRIES  COMPANY  PROUDLY  ANNOUNCES 

THE  NEW,  SLIDING  REDVtOOD 

“CLIMALITE”  COMBINATIOII  WINDOW! 

^  Check  These  Features: 

•  SCREEN  STORED  INSIDE  AND  OUT! 

•  PLASTIC  SCREEN! 

•  KILN-DRIED,  TREATED,  CLEAR-HEART 
CALIFORNIA  RED-WOOD! 

•  FULL,  CONTROLLED,  VENTILATION! 

•  LIP  TYPE  FRAME! 

•  CUSTOM  BUILT! 

•  MORTISED  CORNERS! 

•  NO  GADGETS! 

•  EXCLUSIVE  TERRITORIES! 

•  COMPETITIVE  PRICES! 

•  COVERS  ALL  OPENINGS! 

•  QUICK  DELIVERY! 

Available  in  Complete,  K.D.,  or  Lineal  to  Substantiat  Outtets! 

Write,  Wire  or  Phone 

THE  ACE  INDUSTRIES  COMPANY 

Redwood  Division 

2908  GLENWOOD  AVE.,  YOUNGSTOWN,  OHIO  — PHONE:  8-3211 

Another  product  of  The  ACE  INDUSTRIES  COMPANY,  builders 
of  America's  finest  combination  and  prime  aluminum  windows. 


General  Offices:  2nd  STREET,  ELLWOOD  CITY,  PENNSYLVANIA 


CLIMALITE 


CLIMALITE 


BRIGGS  ^^4. . 

(ir  Aa-rfJf' 

«'*. 


oM  coHtutue  ^id  | 

onden4^  jiHcCe^iHiteicf . . .  I 

, . .  xuijcct  to^  Jte4tfUetiOHA 
M  7t.7?x4-inA4f  fine^xfUite^ 

I 

"Let's  look  at  this  aluminum  situation  calmly,  in  the  light  of  1^: 

V 

definite  facts.  I  have  made  many  trips  to  Washington  to  clarify  ;; 

the  picture.  The  so-called  'death  sentence'  order,  effective  April  1 .  j  ' 

was  postponed  for  30  days  after  Senator  John  Sparkman  i 

(Alabama),  Chairman  of  the  Select  Committee  on  Small  Business,  1', 

!  \ 

was  kind  enough  to  lend  his  efforts  in  behalf  of  the  small  business 
man  and  wrote  a  letter  to  the  Honorable  Charles  E.  Wilson,  j  : 

Director  of  Defense  Mobilization,  Executive  Offices,  16th  and 
Pennsylvania  Avenues,  Washington,  D.  C.,  dated  March  26, 1951,  I 

requesting  a  reprieve  on  the  above-mentioned  'death  sentence'.  I 

Now  I  am  informed  by  Senator  Sparkman  that  'this  order  will  be  ■ 

postponed  again,  probably  indefinitely'  and  that  'small  business  ■ 


CLIFFORD  L.  WEBSTER, 

General  Manager  of  Aluminum 
Air-Seal  Mfg.  Co.  and  Pioneer  of  the 
Trim-A-Seal  Products,  Has  This  to  Say; 


TRIM-A-SEAl 


These  Famous  Names 
Have  Earned  the  Cov¬ 
eted  Merit  Award. 

TRIM-A-SEAL 

too,  holds  the  1951  Merit 
Award  Exclusively 
in  its  Field! 


Scare  advertising  to  the 
contrary,  we're  still  in  the 
aluminum  window  business." 


CUFFORD  L.  WEBSTER 
General  Manager 


Yes,  it's  exclusively  on 
Trim-A-Seal  Products: 
Anodized  Aluminum 
Storm  Windows  '^and 
Doors. 


APPROVED, 


is  assured  of  a  certain  percentage  of  aluminum'  under  a  Con¬ 
trolled  Materials  Plan  effective  July  1.  With  this  assiuance, 
Trim-A-Seal  is  going  ahead  . . .  manufacturing  the  only  Anodized 
Aluminum  Storm  Windows  and  Doors  ever  to  receive  the  Merit 
Award  of  the  American  Society  of  Industrial  Engineers." 

General  Manager 


ALUMINUM  AIR-SEAL  MFG.  CO. 

3400  W.;  FEDERAL  ST.,  P.O.  BOX  1355  •  YOUNGSTOWN,  OHIO 

Phones  —  Girard  55493  and  55494 


VERTICAL  BLINDS 


you  can  be  in  this  New,  Fast 
Growing  Business 


WINDOW  CHARM  VERTICAL  BLINDS 

YOUNGSTOWN  INDUSTRIES,  INC.  •  710  S.  Sute  St.,  Girerd,  OKio 

Please  send  me  complete  "Window  Charm"  vertical  blind  kits.  I  will  pay 

postman  $15.00  each,  plus  postage.  I  may  return  this  material,  in  good  condition, 
ior  purchase  price  refund  within  ten  days  il  it  fails  to  measure  up  to  my  expectations. 


NAME 


STATE 


ZONE 


CITY. 

Q  Check  here  il  you  prefer  to  enclose  $15.00  each  W*1TH  this  coupon.  In  that  case 
WE  will  pay  the  postage  charges.  The  some  refund  privilege  applies,  of  course. 


Hyiii 

j  H  ^ 
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y triable 


SC^'-LO? 


r..^ 

"Tr'jVAR^''^ 


NAME 


FIRM 


ZONE 


STATE 


CITY 


YOU  KEEP 

Deal  direct  with  manufacturer!! 


STANDARD  SIZES 

FOR  QUICK  SALES,  FAST  INSTALLATION 
and  IMMEDIATE  DELIVERY 


Under  this  sensational  new  plan,  you  sell  standard  sized  SHIELDALL 
permanent  aluminum  awnings  .  .  .  keep  all  the  proliU  lor  yourtelt! 

Each  generously  proportioned  SHIELDALL  door  and  window  canopy  is 
individually  packaged,  complete  with  directions  for  simple,  easy  assembly 
and  installation. 

There's  no  middleman.  You  deal  direct  with  our  factory  and  save 
money!  Choice  of  three  popular  color  combinations  include:  Royal  Blue 
and  White,  Tile  Red  and  White,  and  Grass  Green  and  White. 

NOTE.  Thcrc'i  a  complete  l;nc  of  SHIELDALL  ownmqs  to  ^ul  cverv 
requtrement.  .Madc-to-ordc r  SHIELDALL  for  non  standard  tnttollaticns  oic 
ovoiloblc  to  you  at  competitive  hst  prices,  less  SO'^o-  f  0  B  Girard,  Otaio 
Use  coupon  (below '  for  selling  samples  and  soks  kit 


FEATURES 

*  Leakproof  dosign  *  Infro-rod  bakod  onaxnol  finish 

*  Chimnoy  vont  vontilation  «•  Ono-pioco  ond  panol  and  tido  valanco 

*  Lifotimo  aluminum  construction  •  Choico  of  3  popular  color  combinations 

•  Whito  footuro  stripos 


'  r-  scAi-uo? 

.^<10.50  cosrSil — ^ 
*i«5oW  r«*i-  P'*!.  - 

- - ALUM 


Spcciot  splicing  panels  are 
avotloble  to  increosc  width 
of  any  stondord  owning. 


THE  RETURNED  COUPON  WILL  P U T ■■ 

YOU  IN  THIS  PROFITABLE  BUSINESsH 

Tear  off  and  return  the  attached  order  coupon  now! 
Your  order  qets  immediate  attention  and  includes  all 
necessary  selling  information  and  promotional  material. 

And,  if  you're  not  completely  satisfied-- SHIELDALL 
shipments  carry  an  unconditional  full  money-back 
guarantee  that  may  be  claimed  within  10  days  by 
returning  all  material  in  good  condition. 

YOUNGSTOWN  INDUSTRIES,  INC. 

710  S.  STATE  ST.  .  GIRARD,  OHIO 


-  ALUMINUM  SHORTAGE! 

FORGET  IT!— Despite  recent  restrictions  on  use  of  alumi¬ 
num  we  are  in  a  position  to  give  immediate  delivery  on 
all  orders  and  to  the  best  of  our  knowledge  the  condition 
will  continue  in  the  future. 


SHIELDALL  PERMANENT  ALUMINUM  AWNINGS 


YOUNGSTOWN  INDUSTRIES,  INC. 


710  S.  STATE  ST.,  GIRARD,  OHIO 


Please  ship  the  following  order  of  SHIELDALL  Aluminum  Awnings: 

No.  1  @  $19  75  eo.  No.  2  @  S24.75  eo.  No.  3  @  S32.50  eo 

Mode-to-order  SHIELDALL  Soles  Somples  @  $15.00  eo.  ^.O.B.  Foctory 


□  Check  here  if  you  prefer  to  enclose  payment  with  this  coupon.  If  so. 
WE  pay  the  shipping  charges.  The  same  refund  privilege  applies, 
of  course. 


INSULATION 


Spray  Kote 


'ACCOUSTICAL  CORRECTION 


opray  ivote 

Acoustical  and  Industrial  Insulation 

Offers  You  A 

CORRECTION  piQ  BUSINESS 
OPPORTUNITY  NOW 


CONDENSATION  CONTROL 


U  you  ore  a  live-wire  dealer  intereited  in  buildinq 
your  volume  to  tremendoui  proportioni,  SPRAYZOTE 
oHeri  you  a  brand  new  product  with  limitleii  poui- 
biliUei.  There  U  no  product  available  to  you  today 
that  oUen  a  greater  range  of  proipects.  or  larger 
proiil  opportunities.  If  you  want  to  expand,  investi 
gate  It  today. 


Study  These  Markets: 


INSULATION: 


FIREPROOFING 


SprayKote  hat  an  extremely  high  coefficient  of  sound  absorption  and 
it  completely  incombustible.  This  makes  it  ideal  for  interior  insulation 
in  churches,  auditoriums,  offices,  restaurants  and  theatres. 

Condensation  can  be  effectively  controlled  by  SprayKote.  This  opens  a 
tremendous  industrial  market  for  applicators.  SprayKote  can  also  be 
applied  directly  to  masonry  walls  and  plasterboard  ceilings,  adding  to 
the  applicators'  markets. 

SprayKote  is  an  ideal  material  for  thermal  insulation.  Sprayed  from  o 
gun  directly  on  any  turlace  it  forms  a  uniform  coating.  It  eliminates 
the  dust  usually  present  during  insulation  application,  and  is  water- 
repellent,  rust-resistant,  wind-tight,  and  fireproof. 


BIG  PROFITS— LARGE  VOLUME— A  NEW  FIELD 
- WRITE  FOR  DETAILS - 

SPRAYED  INSULATION,  INC. 


56-58  CRITTENDEN  ST. 


NEWARK  4,  N.  |. 


UUnRHER 

Uleather- master 

Combinations  and  Doors 


ORIGINATORS  OF  PUSH  BUTTON 


DOUBLE  HUNG  UNITS 
CASEMENT  UNITS 
DOORS 


lllf^HUll 

155.  «I0  PUSH  lUTTOH 

III  LS  . 

YOU  BETI 


Warner  Weather-Master  Combinations  outshine,  outvalue,  outsell  the 
entire  field.  They’re  priced  right,  have  a  good  profit  margin  and 
Warner's  advertising  has  made  the  public  Warner-conscious.  This  com¬ 
bination  of  sales  producing  features  can  only  mean  handsome  profits 
for  the  Warner  dealer. 


Zt€CtUtif7  AND  HOW! 


Warner  Weather-Master  Combinations  and  Doors  are  master-crafted 
from  the  finest  quality  extruded  aluminum  .  .  .  grade  63S-T5,  especially 
treated  for  extra  hardness.  Warner  Units  are  spot  welded  too,  and 
contain  many  other  exclusive  features  including  the  RED  PUSH  BUTTON 
for  ventilation  control  (an  original  Warner  creation).  Warner  units  are 
quality  units  at  a  popular  price.  Doors  ore  mode  with  non-sagging, 
unbreakable  gussets. 

certainly! 

Warner  offers  complete  and  friendly  cooperation  with  its  dealers;  Radio, 
Newspaper  and  Magazine  advertising  to  help  secure  leads;  dramatic 
promotional  and  demonstrational  material  to  add  that  extra  punch  in 
making  sales;  field  service  and  cooperation  all  along  the  line. _ 


in  io*"® 

rrfOf'** 


WARNER  WEATHER-AAASTER 
ALUMINUM  COMBINATIONS  AND  DOORS 
ARE  AAANUFACTURED  BY 

WARNER  MFG.  CORP., 
JERSEY  CITY,  N.  J. 


lu  n  R  n  E  R 

tvi 

Weather- master 


The  Warner  K-D  plan  means 
immediate  delivery  and  maximum  profits. 


BISCAY 

BLUE 


MAKES  C 

asier  to 


COLOR 

even  I 


Exclusive  C-THRU  Features: 


Yes,  the  PACKAGED  PACE-SETTER  that  amazed  the  indus¬ 
try  last  year  is  naw  arrayed  in  GAY  COLORS!  That  means 
even  MORE  SALES  for  this  revolutionary  ALUMINUM 
AWNING  that  can  be  assembled  in  minutes. 

C-THRUS  come  in  four  BAKED  ENAMEL  COLORS  that  will 
wilt  the  soles  resistance  of  any  proud  homeowner.  What's 
more  . . .  your  customer  gets  complete  LIGHT,  and  perfect 
VENTILATION.  It's  a  PROFIT  WINNER  any  way  you  look 
at  it.  Write  for  full  particulars  TODAY  . . .  see  how  YOU 


can  cash  in  on  this  sure-fire  sales  item  I 


LIGHT 


VENTILATION 


Availablm  in  30  standard  sixes 
and  7  color  combinations. 

JOBBERS;  Write  or  wire  immediately  for  further  information. 
DEALERS:  Contact  us  for  location  of  your  nearest  jobber. 


C-THRU'S  palanlad  curvtd  C-THRU'S  •nginccrad  louvart 

lewvan  break  up  harsh,  out*  hoap  th*  sun  away  from 

tid*  light  which  anlars  your  your  windows,  and  allows 

room  soft,  glaroloss  and  dif-  complato  air  circulation.  No 

fused.  No  mere  dreary  dead  air  pockets  moans  tom- 

raoms  with  this  exclusive  peratures  lowered  os  much 

feature.  as  17  degrees. 


C-THRU  ALUMINUM  AWNING  CO.  •  424  W.  11th  ST.  •  LOS  ANGELES  15,  CALIF. 
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On  tke  House .  .  . 


ONE  of  the  bright  spots  in  the 
present  period  of  shortages 
and  general  uncertainty  is  the  sur¬ 
prising  continuation  of  the  build¬ 
ing  boom  despite  the  stiff  curbs  of 
Regulation  X.  Here  Ls  the  amazing 
story  of  this  boom  as  told  by  S.  F. 
Porter,  financial  writer  of  the  New 
York  Post: 

“Despite  supposedly  stiff  curbs 
on  credit,  banks  have  continued  to  i 
lend  mortgage  money  and  borrow'- 
ers  have  continued  to  meet  the 
down  payment  and  payoff  terms 
asked.  Despite  severe  shortages  of 
e.s.sential  material.s — reflected  in 
cutbacks  and  allocation.s — builders 
have  continued  to  put  up  houses 
without  any  apparent  trouble.  De¬ 
spite  price  rises  that  must  stun  any 
American  who  can  remember  the 
levels  of  a  decade  ago,  buyers  have 
continued  to  show'  up  with  the  cash 
or  the  necessary  credit  arrange¬ 
ments. 

“In  the  fir.st  quarter  of  this  year, 
new  building  hit  a  record  high,  top¬ 
ping  the  fir.st  three  months  of  1950 
by  21  percent.  Last  month,  private 
homebuilding  was  14  percent  above 
the  output  of  March  1950.” 

*  *  « 

Housing  isn’t  booming  every¬ 
where,  of  course.  While  Georgia 
and  California  report  sky  high 
booms,  Florida  and  Massachusetts 
report  unemployment  among 
building  workers.  Furthermore, 
the  heaviest  concentration  is  in 
low  -  priced  houses  and  in  the 
$20,000  and  up  group  whereas  last 
year  it  was  boom  all  the  way  up 
and  down  the  line.  Undoubtedly 
the  hou.sing  boom  will  ultimately  | 
slow  down  as  credit  controls,  I 
shortages,  price  hikes,  and  higher  j 
mortgages  rates  begin  to  bite  in, 
but  a  great  many  customers  have 
already  been  created  for  alert  spe¬ 
cialty  dealers  who  are  wi.se  enough  | 
not  to  neglect  the  new  construction 
market.  *  *  *  j 

In  .spite  of  shortage.s  and  infla¬ 
tion,  Americans  are  enjoying  a  rec- 
(Continued  on  Page  30) 
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ON  THE 


\!^A/euf  Neuj  Netu 

GRAEF  fg 

WLF-STORINO  REDWOOD 

CmMMthn 
STORM  WINDOWS 


beat  MCTAl  EHORTAOEl 


Make  this  fast  -  selling  window  YOUR  money  -  making  *  TOP  QUALITY 


answer  to  the  current  metol  shortages.  Smartly  designed 
and  built  to  high  GRAEF  standards.  Solid  overlapping 


e  SELF  STORING 


Redwood  frame  has  carefully  joined,  weather-tight  cor-  o  FAST  DELIVERY 


ners.  Inserts  are  precision-made  for  perfect  fit  and  can 
be  interchanged  in  a  few  seconds. 


•  ASSEMBLED  OR 
KNOCKED-DOWN 


•  IE  IN  lUSINESS  FOR  YOURSELF!  —  GRAEF  will 


supply  you  with  complete  lineal  mouldings  f(»r  self-fobri 
cation.  Write  today  for  compiete  information. 


GRAEF  STORM  WINDOW  CO. 

PHONE  A-A326 

1510  W.  FEDERAL  ST.  YOUNGSTOWN  10,  O. 


O 

Write,  Wire,  or  Call 


May,  1951 
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NPA  Pennits  Aluminiim  Storm  Window 
Production  During  May  and  June 

i 

? 

Sen.  Spoikman  says  small  business  will  get  I 
percentage  of  metal  under  Controlled  Moteriols  | 
Plan  priority  system  beginning  July  1st.  i 


The  recent  amendment  to  the  stopped  placing  orders  for  future  essential  civilian  programs,  and  for 
NPA  aluminum  order  was  ap-  deliveries.  small  aluminum  users.  The  remain- 

parently  intended  by  the  Govern-  One  large  company  which  had  ing  portion  of  available  metal  will 
ment  as  a  helpful  gesture  towards  bought  sufficient  aluminum  for  its  be  left  in  a  free  market  for  who- 

small  business  but  it  actually  needs  for  the  year  had  to  .sell  its  ever  can  get  it. 

changes  the  aluminum  situation  metal  to  keep  within  the  require-  According  to  Senator  John 

very  little.  All  it  does  is  to  permit  ments  of  the  NPA  inventory  rules.  Sparkman,  chairman  of  the  Select 

manufacturers  to  continue  fabrica-  Senate  Small  Business  Committee, 

tion  during  May  and  June  at  50%  M-7  Order  Amended  small  business  is  assured  of  a  cer- 

of  average  use  by  weight  during  tain  percentage  of  aluminum  under 

their  base  period.  Dealers  who  re-  A  few  weeks  later  the  NPA  the  priority  .system  which  will  be 
ceive  KD  parts  for  windows,  awn-  amended  its  M-7  to  permit  50%  use  .set  up  under  CMP  in  addition  to 
ings,  etc.,  may  as.semble  units  dur-  of  aluminum  during  May  and  June,  whatever  free  market  aluminum 
ing  May  and  June  to  an  amount  Since  orders  for  aluminum  must  be  they  can  obtain.  Whether  this 
not  exceeding  50%  of  their  average  placed  many  weeks  in  advance,  the  means  that  enough  aluminum  can 
during  the  first  six  months  of  1950.  company  not  only  is  now  without  be  allotted  to  non-essential  civilian 
The  meaning  of  the  latest  NPA  this  material  but  has  no  prospects  industry  to  keep  it  going  remains 
order  is  that  you  can  manufacture  of  getting  any — a  situation  which  to  be  .seen.  All  producers  of  prod- 
or  as.semble  15%  fewer  units  (since  is  fairly  common  in  the  specialty  ucts  requiring  steel,  copper  and 
March  and  April)  out  of  a  metal  industry.  aluminum  mu.st  file  an  estimate  of 

which  is  unobtainable  anyway.  Some  members  of  the  industry  their  basic  metal  needs  with  the 
Most  manufacturers  had  only  a  60  are  hoping  that  the  Controlled  Ma-  NPA  by  May  31st.  A  “B”  list  of 
day  inventory  on  hand  during  the  terials  Plan  which  will  go  into  all  products  for  which  manufac- 
first  quarter.  Unable  to  plan  their  effect  July  1st  will  mean  some  alle-  turers  must  file  has  been  published, 
production  in  advance  because  of  viation  of  the  aluminum  shortage.  The  li.st  includes  practically  every 
the  uncertainty  as  to  how  much  In  a  nutshell,  under  CMP  it  is  ex-  building  specialty  made  of  metal  or 
metal  they  would  be  allowed  to  use,  pected  that  the  Government  will  wood. 

many  fabricators  canceled  previous  .set  aside  a  certain  percent  of  alu-  Allotments  granted  under  the 
orders  for  aluminum  while  others  minum  for  defense,  .stockpiling,  (Continued  on  Page  Al) 
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What  To  Tell  Home  Owners  and  Salesmen  When  You  Change  Over  To 


WOOD 

Combination  Windows 


Many  dealers  who  have  handled 
only  aluminum  products  up  to 
now  may  find  themselves  selling 
wood  combination  windows  this 
season.  For  the  majority  this  will 
be  a  new  situation  and  demands  a 
change  in  thinking,  especially  as 
regards  sales  talks.  Salesmen  will 
have  to  be  retrained  and  taught 
what  to  say  to  customers  about 
wood  window's. 

One  of  th“  things  that  is  bound 
to  come  up  at  sales  training  meet¬ 
ings  is  the  question  of  aluminum 
versus  wood  and  which  is  better. 
The  answer  is  that  both  have  their 
advantages  and  disadvantages  and 
in  the  final  analysis  customers  w'ill 
choose  windows  made  of  either  ma¬ 
terial  becau.se  of  (a)  availability, 
(b)  personal  preference,  and  (c) 
skillful  .salesmanship. 

Growing  Popularity 

Ever  since  the  end  of  World  War 
II  aluminum  has  been  the  wonder 
metal  of  post  war  industry.  Surplus 
stocks  were  quickly  and  ingenious¬ 
ly  put  to  use  in  such  a  multitude  of 
products  that  long  before  the  Kor¬ 
ean  war  domestic  producers  were 
having  difficulty  keeping  up  with 
demand.  The  public  speedily  be¬ 
came  acquainted  with  the  advan¬ 
tages  of  aluminum  and  thousands 
of  dealers  and  salesmen  found  that 
selling  storm  windows  of  this  metal 
was  easy  and  profitable. 

The  advantages  of  aluminum  are 
lightness,  durability,  resistance  to 
corrosion.  It  will  not  rust,  rot,  or 
warp  nor  stain  the  siding  of  a  home 
and  it  does  not  require  painting. 


The  disadvantages  are  that  it 
transmits  heat  and  cold  with  great 
rapidity  and  tends  to  pit  in  .some 
parts  of  the  country  unless  pro¬ 
tected  by  a  special  finish. 

The  principal  advantage  of  wood 
is  its  natural  insulating  quality 
again.st  heat  and  cold.  When  prop¬ 
erly  protected  by  toxic  solutions 
and  paint  it  will  not  rot,  can  resi.st 
moisture,  termites  and  fungi,  and 
warping  is  reduced  to  negligible 
proportions.  Thus  protected  wood 
windows  can  easily  last  for  the  life 
of  the  house.  The  di.sadvantages 
are  rotting,  warping,  and  possible 
destruction  by  termites  and  fungi. 
However,  it  should  be  borne  in 
mind  that  all  the  neces.sary  treat¬ 
ments  that  make  wood  durable  and 
long  lasting  are  applied  at  the  fac¬ 
tory  and  are  not  something  that 
the  customer  has  to  do  for  himself. 

As  far  as  price  goes,  the  cheapest 
wood  window  is  less  expensive  than 
the  corresponding  one  made  of 
aluminum.  In  the  better  qualities 
both  will  run  to  approximately  the 
same  cost.  For  the  most  part  there 
is  little  difference  in  co.st. 

Competing  Materials 

Some  dealers  will  be  able  to  con¬ 
tinue  selling  only  aluminum  this 
season,  some  will  be  handling  only 
wood,  while  others  may  find  it  ex¬ 
pedient  to  .sell  both.  If  you  belong 
to  the  first  or  second  of  these 
groups  be  sure  to  warn  your  sales¬ 
men  not  to  knock  aluminum  if  they 
are  selling  wood  or  vice  versa.  It 
is  a  bad  business  practice  to  knock 
competing  materials  or  products 
because  it  destroys  customer  con- 


Photo  Courtesy  Hess  Mfg.  Co. 

fidence  in  the  integrity  of  salesmen 
and  in  the  quality  of  all  windows. 

In  presenting  wood  windows  to 
the  customer  the  .salesman  should 
concentrate  on  the  advantages  of 
his  particular  product  and  its  de¬ 
sign.  Naturally,  the  basic  functions 
that  it  performs  have  to  be  empha¬ 
sized  also — the  savings  in  fuel, 
freedom  from  drafts,  elimination 
of  tire.some  spring  and  fall  changes, 
etc. 

Quality  of  Wood 

Don’t  slide  over  such  things  as 
the  necessity  of  painting  the  win¬ 
dow  from  time  to  time.  Make  a 
virtue  out  of  necessity  and  point 
out  how  naturally  wood  windows 
blend  in  with  the  architecture  of 
the  customer’s  fine  old  wood  house 
especially  when  painted  the  .same 
color  as  the  trim. 

Make  a  point  of  discussing  the 
excellent  quality  of  the  wood.  If, 
for  example,  your  window  is  made 
of  top  grade  redwood  don’t  hesitate 
to  mention  the  technical  de.scrip- 
tion  of  it.  Not  only  does  this  sound 
impre.ssive  to  the  cu.stomer  but  it 
can  often  be  u.sed  to  answer  his  ob¬ 
jection  that  a  redwood  window  was 
recently  offered  to  him  at  a  much 
lower  price.  There  are  at  least  nine 
(Continued  on  Page  40) 
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TT  is  more  important  to  own  a 
^  market  than  to  own  a  mill.  Any 
thinking  dealer  must  agree  with 
that.  After  all,  what  good  is  mer¬ 
chandise  that  can’t  be  sold! 

However,  many  of  us  who  have 
spent  years  and  great  amounts  of 
money  in  building  markets  now 
find  that  we  are  temporarily  un¬ 
able  to  supply  them,  due  to  restric¬ 
tions  and  curtailments  brought  on 
by  the  defen.se  program.  Neverthe¬ 
less,  even  in  so-called  “over-sold” 
markets,  where  demand  is  greater 
than  supply,  mo.st  dealers  and  their 
suppliers  realize  the  nece.ssity  for 
a  continued,  long-range  sales  pro¬ 
gram  to  assure  market  retention. 

It  is  the  considered  opinion  of 
indu.strial  leaders  that  shortages 
will  not  be  so  great,  nor  so  long 
in  duration,  as  originally  antici¬ 
pated.  But  during  this  period, 
whatever  its  proportions  may  be, 
we  must  all  agree  the  headache  of 
being  undersold  is  always  much 
more  painful  than  the  headache  of 
being  oversold. 

Dealers  Hold  The  Key 

In  any  event,  the.se  conditions 
bring  headaches  to  all  busine.ss 
people,  but,  by  working  together, 
I)erhaps  we  can  les.sen  the  pain  to 
everyone.  Bear  in  mind  that  while 
most  manufacturers  want  to  re¬ 
tain  their  markets  and  will  do 
everything  po.ssible  to  do  .so,  YOU 
HOLD  THE  KEY.  You  can  insure 
trade  markets  for  manufacturers, 
and  guarantee  reliable  quality-pro¬ 
ducing  .sources  of  supply  and  con¬ 
sumer  markets  for  yourselves. 

During  the.se  times  of  re.stricted 
production  and  uncertain  deliveries 
there  is  a  course  of  positive  action 
that  dealers  can  take  that  will 
bring  positive  results  now  and  for 
a  long  time  to  come.  The  course 
isn’t  ea.sy,  but  the  results  have  been 
proven  by  experience. 

1.  Order  only  what  you  NEED. 
Do  not  buy  beyond  your  normal 
requirements.  Don’t  try  to  hoard 
scarce  materials. 

2.  Buy  merchandise  that  you 
you  know  is  saleable  in  normal 
times.  Many  of  your  customers  may 


Managing  Your  Business 
In  A  Period  of  Shortages 

8  Roles  on  how  to  keep  you  enterprise  going  at  n  time 
when  yon  cnn't  always  give  cnstomers  whot  they  wont 


By  BOB  ROBBINS 
General  Manager 
Shower  Door  Co. 
of  America 


be  dubious  of  substitutes  and  no 
one  but  you  .stands  to  lose  if  you 
end  up  with  a  warehou.se  full  of  a 
“hot”  but  unsaleable  product.  Don’t 
ruin  your  reputation  by  cheapening 
your  line  of  merchandise. 

3.  With  an  eye  to  the  future, 
spend  a  little  time  in  talking  to 
manufacturers  and  their  repre.sent- 
atives  and  get  those  sugge.stions  and 
gripes  off  your  che.st.  You  may  have 
better  ideas  for  improving  prod¬ 
ucts  or  merchandising  methods 
than  the  manufacturers  themselves. 
Give  them  the  benefit  of  your  ex¬ 
perience  by  suggesting  better  pack¬ 
aging  or  shipping  containers,  sales 
features,  advertising  programs,  etc. 

4.  Protect  your  own  markets 
and  retain  your  customers  by  being 
courteous  and  explaining  short¬ 
ages.  If  you  are  temporarily  out  of 
a  product  don’t  toss  it  off  by  mere¬ 
ly  blaming  the  defense  program. 
Inform  them  as  be.st  you  can  and 
tell  them  that  you’ll  contact  them 
as  soon  as  you  receive  another 


delivery.  Solicit  their  continuing 
patronage. 

5.  Retain  a  high  degree  of  mo¬ 
rale  among  management  and  sales 
people.  Keep  them  well  informed 
and  alert.  Do  not  let  .salesmen  slip 
into  bad  .selling  habits  or  manage¬ 
ment  into  careless  handling  of  rou¬ 
tine  matters.  It’s  certainly  easier  to 
train  a  man  to  keep  his  enthusiasm 
than  it  is  to  revive  it  after  it  has 
been  lost. 

6.  Try  to  concentrate  your  ef¬ 
forts  and  divert  the  interest  of  your 
customers  to  merchandise  that  is 
available  and  plentiful.  After  all, 
there’s  a  lot  of  activity  in  the  coun¬ 
try  today,  and  people  will  continue 
to  buy  goods  and  spend  money, 

7.  Solicit  defense  projects.  This 
busine.ss  isn’t  too  widespread  in 
some  areas,  but  it’s  not  too  diffi¬ 
cult  to  get  if  you  look  for  it. 

8.  Above  all,  keep  up  the  quality 
of  your  service.  Your  future  de¬ 
pends  to  a  great  degree  on  how  you 
conduct  your  business  now.  You 
can’t  afford  to  neglect  a  single  cus¬ 
tomer — EVER!  Remember,  you’re 
always  selling  something.  Either 
it’s  merchandise  or  service  or  sell¬ 
ing  a  customer  on  the  idea  of  giv¬ 
ing  you  another  chance  at  his  busi¬ 
ne.ss  when  you  have  the  goods  to 

{Continued  on  Page  41) 
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Home  Incinerators  Are  Easy 

Rapidly  growing  demand  for  this  convenient  and  necessary 
home  improvement  opens  huge  market  for  alert  dealer 


From  Data  Furnished  By 
Brule  Incinerator  Corp. 


SELLING  incineration  to  the 
home  owner  is  a  new  and  lucra¬ 
tive  field  for  dealers.  The  ‘portable’ 
incinerators  have  about  the  same 
requirements  for  installation  and 
sales  technique  as  are  used  in  mer¬ 
chandising  automatic  hot  water 
heaters,  clothes  driers  etc.  The  in¬ 
cinerator  offers  a  basic  .service  to 
the  home  that  is,  properly  pre¬ 
sented,  very  powerful. 

Automatic  incineration  offers  the 
householder  the  extreme  conven¬ 
ience  of  w'aste  disposal  anywhere 
convenient  for  charging  and  vent¬ 
ing.  Just  drop  tra.sh  in  and  walk 
away.  To  charge  garbage  turn  on 
the  time-o-stat  and  forget  it.  Port¬ 
able  incinerators  are  designed  for 


Photos  courtesy  Coder  Incinerator  Corp, 

Portable  home  incinerators  like  these 
are  quickly  and  easily  installed. 


inside  installation  so  that  the 
householder  need  no  longer  carry 
wastes  to  the  alley  or  curb  for 
disposal. 

Better  incinerators  are  designed 
to  burn  all  the  home  wastes  in  any 
proportion  being  masonry  lined  to 
withstand  the  intense  flash  heat  of 
trash  burning,  as  well  as  acting  to 
quickly  raise  burning  temperatures 
for  odorless  consumption  of  a 
straight  wrapped  garbage  charge. 

Incidentally,  the  brickwork  is  the 
acting  agent  in  the  incinerator, 
there  are  no  active  moving  parts, 
all  the  work  is  done  by  heat  re¬ 
flected  or  radiated  by  the  brick 
walls.  Home  owners  who  have  pre¬ 
viously  been  compelled  to  make 
several  outside  trips  to  their  waste 
cans  are  extremely  pleased  with 
incineration.  When  selling  be  sure 
to  emphasize  this  sales  feature  on 
windy,  rainy  or  snowy  days. 

Immediate  Incineration 

Immediate  on-the-spot  incinera¬ 
tion  of  wastes  avoids  the  need  of 
storing  them  in  the  home,  on  the 
porch,  in  the  basement  or  in  the 
yard.  This  is  an  important  sales 
point  esthetically  as  many  people 
are  nau.seated  by  smelling  garbage 
cans.  Banana  and  citric  fruit 
wastes  are  very  bad  in  this  respect 
as  al.so  are  fish  wastes,  onion  and 
garlic  flavored  wastes  as  salads, 
pickles  and  many  other  foods  of 
high  flavor.  Incinerators  burn  hot 
so  that  the  brickwork  is  sterilized 
and  it  is  never  necessary  to  w’ash 
them  out. 

Trash  and  papers,  when  imme¬ 
diately  incinerated,  do  not  blow 
around  the  yard,  children  and  pets 
do  not  get  into  wastes  when  they 
are  not  stored. 


These  homes  in  Lincolnwood,  III.  have 
inside  incinerators.  Note  unmarked 
snow  without  soot. 


Incineration  is  a  method  of 
waste  disposal  that  offers  many 
other  .sales  approaches.  SANITA¬ 
TION — No  in.sects  or  vermin  to  be 
attracted  by  wastes  (incidentally, 
rats  do  not  avoidably  cro.ss  a  major 
street  .so  any  rats  around  a  home 
FEED  on  the  home  wastes). 
SAFETY — In  avoiding  the  fire  po¬ 
tential  dangers  due  to  trash  piles 
(the  large  well-televi.sed  fire  in  Chi¬ 
cago  that  co.st  the  lives  of  four 
firemen  has  been  attributed  to  ori¬ 
gin  in  a  trash  pile). 

FURNACE  PROTECTION— 
burning  trash  will  di.scolor  many 
metal  walled  furnaces  and  if  ex¬ 
tensive  will  di.stort  or  melt  them. 
At  the  .same  time  garbage  and  wet 
wastes  will  chill  and  crack  metal 
parts  in  furnaces  not  designed  to 
with.stand  this  shock. 

The  home  owner’s  furnace  today 
is  a  much  better  designed,  a  more 
efficient  and  attractive  unit  and  a 
more  expensive  unit  than  has  been 
true  in  the  past.  Furnace  men  w’ill 
di.scourage  the  householders  from 


j 


To  Sell 


burning  wastes  in  the  furnace  and 
damaging  it.  Metal  walls  of  fur¬ 
naces  do  not  produce  hot  enough 
temperatures  to  properly  burn  the 
vapors  from  low  temperature  igni¬ 
tion  of  trashes  so  that  these  wastes 
will  make  a  furnace  smoke,  will 
produce  soot  and  fly  ash  which 
deposit  in  the  furnace  reducing  its 
efficiency.  Nearly  all  of  the  new 
automatic  heating  furnaces,  gas, 
oil,  stoker  fired  are  not  going  to  be 
u.sed  for  waste  disposal.  At  the 
.same  time  there  is  MORE  WASTE 
BURNED  IN  THE  HOME  TODAY 
than  there  is  collected. 

Standard  Practice 

It  is  reported  that  standard  prac¬ 
tice  in  municipal  design  is  to  ar¬ 
range  for  at  LEAST  TWICE  the 
peak  summer  capacity  over  the 
average  wdnter  capacity.  These 
people  are  an  excellent  market  for 
incineration:  Look  for  a  house 
without  a  coal  chute,  or  one  wdth 
an  oil  pipe  and  you  have  found  a 
good  prospect. 

Gas  firing  is  used  in  the  small 
home  incinerators  to  conveniently 
(and  sometimes  automatically) 
ignite  wastes.  In  addition,  the  gas 
heat  maintains  firing  temperatures 
when  unusually  wet  wastes  are 
charged.  The  amount  of  gas  used 
is  not  enough  to  materially  reduce 
the  burning  capacity  of  the  furnace 
by  monopolizing  the  available  air 
supply,  yet  this  heat  is  sufficient  to 
work  with  that  produced  by  the 
burning  wastes  to  produce  com¬ 
plete  combustion  at  the  proper 
temperature.  This  intensity  of  tem¬ 
perature  is  very  important  for  com¬ 
pletion  of  secondary  combustion, 
the  burning  of  the  soots,  smokes 


Diagram  at  right  shows 
medium  sized  incinerator 
suitable  for  stores,  small 
hospitals,  etc.  Like  resi¬ 
dential  models  they  are 
simple  to  install  and  save 
store  owners  the  constant 
cost  of  cartage  fees  by 
burning  waste  that  must 
otherwise  be  carted  away. 

Photo  courtesy 
Brule  Incinerator  C'orp. 


and  odors  from  the  ignition  (pri¬ 
mary  combustion)  of  burning 
wastes. 

It  has  been  calculated  that  this 
secondary  combustion  occurs  at 
1800°F  when  catalyzed  by  the  hot 
ceramic  w’all  at  a  rate  132  times 
that  of  such  burning  when  in  con¬ 
tact  with  a  cooler  metal  wall 
(800°F).  Gas  firing  is  for  conven¬ 
ience  and  for  proper  operation  upon 
a  wider  variation  in  the  type  of 
burning  wastes. 

Selling  a  gas  appliance  has  the 
advantage  that  you  obtain  the  co¬ 
operation  of  your  local  gas  utility. 
Many  gas  suppliers  DO  NOT  SELL 
IN  COMPFlTinON  with  local  mer¬ 
chants  yet  they  ADVERTISE 
AND  PROMOTE  the  .sale  and  use 
of  gas-fired  appliances.  Be  sure  and 
let  your  local  utility  know  what 
lines  you  carry  and  even  if  they 
are  in  the  merchandising  of  appli¬ 
ances  THEY  WILL  REFER  TO 
YOU  INQUIRIES  ON  YOUR 
LINES  or  inquiries  that  they  be¬ 
lieve  YOUR  EQUIPMENT  IS  BET¬ 
TER  ABLE  to  serve. 

The  American  Gas  Association 


at  420  Lexington  Avenue,  New 
York  City  have  several  sales  and 
promotion  helps  available  to  help 
you  get  started  and  to  start  your 
sales  force  in  this  field. 

Many  utilities  are  very  generous 
in  extending  routine  .service  to  gas 
controls  upon  equipments  upon 
their  line.s.  If  your  incinerator  fea¬ 
tures  standard  controls  they  will 
be  the  same  for  servicing  and  need 
the  .same  stock  of  parts  as  many 
other  gas  appliances,  your  local 
utility  may  carry  this  stock  and 
may  even  be  able  and  willing  to 
handle  these  service  troubles  for 
you. 

Most  utilities  do  not  police  their 
lines,  leaving  it  up  to  the  estab¬ 
lished  merchants  to  assure  that  the 
right  kind  of  equipment  is  properly 
installed.  Be  sure,  however,  to 
check  with  the  sales  engineering 
department  of  your  local  group  and 
see  what  their  attitude  is.  You  can 
be  .sure  that  mo.st  utilities  will  re¬ 
sent  or  even  prohibit  installation 
of  equipment  that  has  not  been 
te.sted  by  the  American  Gas  Associ- 
(Continued  on  Page  30) 
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Boost  Your  Sales  With 

Ads  That  Give  Publicity  To 
Customers  And  Salesmen 


N.  J.  dealer  finds  they  arouse  enthusiasm  of 
salesmen,  please  the  customer,  and  bring 
in  a  steady  flow  of  leads 


By  ALBERT  S.  KESHEN. 
Special  Correspondent 
Building  Specialties 


“  A  NOTHER  Wise  Homeowner” 
advertising  series  is  making 
new  friends  and  influencing  people 
in  favor  of  home  improvement 
products  installed  by  the  Olson 
Company,  Inc.,  682-684  South  12th 
Street,  Newark,  N.  J. 

This  five-inch,  double  column 
display  copy  goes  in  daily  and 
neighborhood  newspapers  soon  af¬ 
ter  an  outstanding  installation  is 


made  in  a  locality  so  that  folks 
thereabouts  can  read  the  name  of 
the  customer  alongside  of  an  illus¬ 
tration  of  the  wise  old  owl  sitting 
on  a  tree  limb  over  the  home.  Be¬ 
low  the  signature  line  of  the  com¬ 
pany  is  the  sales  repre.sentative’s 
name,  addre.ss  and  phone  number 
and  above  it  the  name  and  address 
of  the  purchaser. 

“Promotion  of  this  type  accom¬ 
plishes  three  of  our  main  objec¬ 
tives,”  said  George  Gear,  sales  man¬ 
ager.  “First,  it  builds  up  the  en¬ 
thusiasm  of  our  sale.smen  and  gives 
them  a  ‘shot-in-the-arm.’  Secondly, 


Name  and 
address  of 
customer 
wife 

are  having 

OLSON  COMBINATION 
WINDOWS  Installed 

OLSON  COMPANYJnc. 

FOI  FIEE  INSPECTION  AND  ESTIMATE 

Baaft  •  SWawalls  •  WJadawt  e  latelatloa 


Name,  address 
and  telephone 
no#  of  salesma; 


it  gives  the  customer  a  type  of  pub¬ 
licity  which  he  and  his  family  can 
be  proud  of.  Of  course  we  get  the 
customer’s  permission  in  the  form 
of  a  release  obtained  by  the  sales¬ 
man.  Third,  and  most  important, 
it  tells  the  neighbors  just  what 
we’ve  done  so  that  they  too  can 
‘keep  up  with  the  Jone.ses.’ 

“Of  course,  we  don’t  do  this  with 
every  installation  job  as  the  adver¬ 
tising  co.st  w’ould  be  prohibitive  and 
we  would  have  to  go  into  a  lot  of 
needless  expense.  The  first  principle 
in  carrying  out  such  a  campaign 
is  to  select  a  man  who  is  prominent 
in  the  neighborhood,  someone  who 
will  lead  others  to  talk  about  him 
and  at  the  .same  time  mention  the 
job  we’ve  done.” 

This  same  objective  of  having 
people  talk  about  Olson’s  product 
is  carried  out  in  their  radio  pro¬ 
motion.  Capitalizing  on  their  name, 
the  firm  has  created  a  character 
named  “Olie”  who.se  Scandinavian 
accent  is  heard  over  WOR’s  “An¬ 
swer  Man”  program  on  Thursday 
evenings  between  7:15  and  7 :30. 

“Olie”  sings  the  following  jingle 
which  varies  from  time  to  time: 
“Hello  folks  I’m  Olie  OLson 
I  sing  like  Mr.  Yolson 
Sing  a  .song  of  how  I’m  able 
(Continued  on  Page  35) 


Reproduced  at  left  is  daily  newspaper  ad  showing 
where  names  of  salesman  and  customer  are  placed. 
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The  Psychological 
Moment  In  Selling 


When  is  the  right  time  to 
close  a  sale?  An  experienced 
sales  manager  gives  the  answer 


By  R.  B.  SCHEFF. 
Gen'l  Sales  Manager. 
Wright  Mfg.  Co. 


YOU’RE  all  through  with  your 
sales  talk.  You’ve  told  your 
prospect  everything  you  know 
about  your  product.  Should  you 
start  closing  in  for  the  order’?  Or 
is  it  the  psychological  moment’? 

I  have  heard  so  much  about  the 
“p.sychological  moment”  for  clos¬ 
ing  a  sale  that  I  think  it  de.serves 
our  special  consideration.  Is  there 
really  a  brief  moment  wherein  the 
“climate”  for  getting  an  order  is 
right? 

Actually  the  celebrated  “p.sycho¬ 
logical  moment”  is  nothing  more 
than  the  final  wind-up  of  your 
presentation.  It  is  no  “bugbear” 
to  cause  you  apprehension.  Clos¬ 
ing  a  sale  is  just  another  step 
in  the  .selling  proce.ss.  The  .sales¬ 
man  mu.st  build  up  the  willingne.ss 
to  buy  in  the  early  .stages  to  make 
the  close  of  the  order  easy. 

Watch  For  Signs 

There  is  a  certain  “area”  in  the 
.selling  procedure  when  the  pros¬ 
pect  reaches  the  conclusion  that  it 
would  be  to  his  advantage  to  buy. 
How  do  you  know  when  your  pro.s- 
pect  is  entering  that  area?  How 
do  you  know  you  are  approaching 


a  city  when  driving  along  the 
road.  By  “signs”  scattered  in  ad¬ 
vance  all  along  the  highway.  Just 
so,  the  prospect  puts  out  “feeler” 
question.s — al.so  known  as  “buy¬ 
ing”  que.stion.s — which  indicate 
that  he  is  seriously  considering 
placing  an  order. 

The  “buying”  que.stion.s  are  sign- 
po.sts  preceding  the  order.  An 
example  is :  “Who  has  bought  your 
product  in  this  neighborhood?” 
w'hich  indicates  that  the  prospect 
is  fairly  well  convinced  but  wants 
to  confirm  his  judgment  with  that 
of  one  who  is  an  actual  buyer  of 
the  product. 

Prospect  Convinced 

Any  question  asked  by  the  pros¬ 
pect  which  reveals  he  has  been  con¬ 
vinced  by  your  main  presentation 
and  is  translating  a  few  minor 
points  into  terms  of  his  own  situa¬ 
tion — for  exiample — “What  color 
do  you  think  w'ould  be  most  suit¬ 
able  for  us?” — are  indications  to 
the  .salesman  that  the  product  is 
under  serious  consideration. 

“May  I  take  out  time  pay¬ 
ments?”  indicates  that  the  pro.s- 
pect  has  already  mentally  signed 
the  order  but  is  wondering  how 
best  to  pay. 

The  question  “Where  will  I  get 
my  service?”  indicates  that  he  is 
wondering  what  kind  of  .service  he 


will  be  entitled  to  after  the  prod¬ 
uct  is  installed. 

“Can  you  install  right  away” 
shows  that  the  cu.stomer  has  al¬ 
ready  as  good  as  bought  and  is 
giving  you  a  springboard  that 
should  carry  you  right  into  the 
final  typing-up  of  the  order. 

Buying  Area 

The.se  questions  indicate  that  the 
prospect  is  in  the  “buying  area”. 
But  suppo.se  he  gives  no  sign  of 
being  in  that  .state — how  is  the 
.salesman  to  tell  when  to  .start  final 
negotiations? 

Serious  intere.st  may  be  mani¬ 
fested  in  a  variety  of  ways.  The 
prospect  may  examine  the  product 
closely — feel  it  or  pick  it  up.  He 
may  test  out  for  himself  some  of 
the  “product  advantages”  you  have 
cited.  He  may  make  other  signifi¬ 
cant  gestures  or  actions.  Watch 
clo.sely  for  these  signs. 

You  may  lead  your  prospect  into 
the  “buying  area”  by  trial  closing 
questions.  A  laundress  moistens 
her  finger  and  applies  it  to  the  iron 
to  see  if  it  is  hot.  “Trial  closing 
questions”  indicate  whether  the 
prospect’s  “buying  temperature”  is 
hot.  These  may  include: 

“You  want  to  start  getting  these 
benefits  just  as  quickly  as  possible, 
isn’t  that  so?”  or  “Which  finish  do 
you  prefer?”;  “How  do  you  wish 
{Continued  on  Page  38) 
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fans 


Dealers  Now  Handling 
Wide  Variety  of  Products 


JALOUSIES 

kitchen  fans  sfowep  doors 

INSULATING  SIDING 


Increcised  number  of  items 
being  carried  to  maintain 
volume  in  face  of  scarcities 


Building  specialty  dealers  sell 
an  amazing  variety  of  prod¬ 
ucts.  Although  there  has  always 
been  a  considerable  number  of 
highly  successful  dealers  who  spe¬ 
cialized  in  one  product  only,  espe¬ 
cially  combination  windows,  the 
majority  sold  three  or  more  even 
before  the  Korean  war.  Now  that 
we  are  in  a  period  of  shortages 
there  is  a  noticeable  trend  toward 
handling  an  increasing  number  of 
items. 

In  addition  to  this  trend,  there  is 
a  growing  tendency  for  dealers  in 
related  or  allied  fields  to  sell  home 
improvement  products  by  the  door- 
to-door  method.  Television,  radio, 
and  newspaper  advertising  by  spe¬ 
cialty  dealers  have  made  business¬ 
men  in  these  related  fields  aware  of 
how  profitable  the  building  special¬ 
ty  business  can  be.  All  of  this  has 
resulted  in  a  curious  intermingling 
of  product  lines  handled  by  indi¬ 
vidual  dealers. 
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Specialty  Jelling 

Thus  a  dealer  in  gravestones  and 
canvas  awnings  takes  on  a  line  of 
metal  awnings.  In  one  Ohio  city 
there  is  a  dealer  who  sells  radios 
and  television  sets  in  the  usual  re¬ 
tail  store  method  but  has  a  large 
number  of  canvassers  and  salesmen 
covering  his  neighborhood  for  wa¬ 
ter  softener  sales.  A  Pennsylvania 
dealer-applicator  of  asbestos  shin¬ 
gle  siding  whose  advertising  claims 


that  his  product  beautifies  old 
houses  finds  it  entirely  logical  to 
take  on  a  line  of  ornamental  iron 
railings  because  they  too  beautify 
a  home. 

A  veteran  heating  and  furnace 
dealer  in  Kansas  City,  Mo.,  recently 
took  on  a  line  of  insulating  siding 
and  combination  windows.  Queried 
by  the  editors  of  this  publication 
on  his  reasons,  he  wrote  back  that 
this  type  of  siding  and  combination 
windows  are  both  forms  of  insula¬ 
tion.  Anyone  in  the  heating  busi¬ 
ness,  he  added,  stands  to  make 
money  by  selling  a  product  that 
helps  them  economize  on  fuel. 

The  owner  of  a  lumberyard  in 
Minnesota  who  has  sold  small  quan¬ 
tities  of  wood  combination  win¬ 
dows  for  many  years  to  home- 
owners  who  came  to  his  store  re¬ 
cently  organized  a  new  department 
to  sell  this  product  by  the  door-to- 
door  method.  Not  expecting  more 
than  a  moderate  increase  in  sales, 
he  contracted  with  a  local  carpenter 
to  install  the  windows  sold  by  the 
new  department.  The  flood  of  busi¬ 
ness  that  resulted  from  the  efforts 
of  the  special  staff  forced  him  to 
hire  his  own  installation  crew  and 


startled  him  into  a  realization  of 
the  profit  possibilities  in  the  build¬ 
ing  specialty  business.  He  is  now 
planning  to  take  on  a  line  of  wood 
kitchens  which  he  expects  to  sell 
in  the  same  way. 

Window  Dealer 

On  the  other  hand  a  dealer  on 
Long  Island  who  has  hitherto  .sold 
only  aluminum  combination  win¬ 
dows  and  doors  called  up  the  editor 
of  this  magazine  not  long  ago  to 
inquire  about  home  incinerators. 
Curious  about  his  interest  in  this 
product,  the  editor  asked  him  what 
he  w’as  planning  to  do.  The  dealer 
revealed  that  he  had  often  been 
asked  by  home  owners  about  this 
item  in  the  past  but  had  done 
nothing  to  develop  this  business  be¬ 
cause  his  very  successful  window 
line  had  kept  him  fully  occupied. 
Uncertain  of  his  future  supply  of 
windows  and  doors,  he  had  decided 
to  vary  his  line  of  products  to  keep 
up  his  sales  volume. 

What  are  dealers  actually  .selling 
in  these  days?  Analyzing  products 
mentioned  on  letterheads  received 
lately  from  sub.scribers  to  this  pub- 
{Continved  on  Page  28) 


An  exclusive  Quincy  Crystal- 
Glide  feature  is  the  unique  “Venti- 
Cam”  shown  in  center  column 
which  j)rovides  a  convenient  meth¬ 
od  of  raising  the  lower  sash  for 
minimum  ventilation  without  dis¬ 
turbing  the  screen.  Screen  storage 
is  optional.  The  screen  may  be 
.stored  behind  gla.ss  at  the  top  or  at 
the  bottom  of  the  window,  or  it 
may  be  quickly  removed  for  stor¬ 
age  elsewhere. 


Window  Fan  Has 
New  Swing  Front 

The  new'  swing-front  design  of 
the  Dearborn  cooler  gives  quick, 
ea.sy  accessibility  to  motor  and  fil¬ 
ter  pads,  making  periodic  oiling 
and  cleaning  a  matter  of  moments. 
It  is  not  necessary  to  remove  the 
unit  for  the.se  operations. 


Products 


truded  aluminum  and  joined  at  the 
corners  by  a  .solid  aluminum  angle. 
The  wire  cloth  is  of  aluminum. 

Tracks  of  100%  w’ool  pile  similar 
to  tho.se  u.sed  in  automobile  win¬ 
dows  provide  a  roller  bearing  ac¬ 
tion  that  resists  w'ear,  eliminates 
friction,  weatherstrips  the  .sash 
and  eliminates  all  rattling  and 
sticking  of  the  .sash. 

The  outer  frame  is  .solid,  im¬ 
ported  Philippine  Mahogany,  .se¬ 
lected  for  resistance  to  rot  and 
decay.  The  frame  is  impregnated 
with  Dow  Chemical  Company 
“Pentachlorophenol”  and  “Wood- 
life”  Water  Repellent  to  eliminate 
any  po.ssibility  of  shrinking  or 
swelling.  The  face  of  the  window 
is  finished  with  Pratt  and  Lambert 
“61”  Spar  Varnish  and  needs  to  be 
refinished  only  w’hen  the  home  is 
repainted. 


Caulking  Compound 
Price  Reduction 

The  Calbar  Paint  and  Varnish 
Company  of  Philadelphia  an¬ 
nounced  a  price  reduction  on 
Caulking  Compound  effective  April 
2nd. 


New  Ace  Redwood 
Combination  Window 


The  cooler,  quickly  installed  in 
standard  window,  produces  2200 
cu.  ft.  of  cooled  air  per  minute,  dust 
and  pollen  free.  It  is  finished  in 
hammered  coppertone,  baked-on 
enamel.  Will  be  exhibited  at  Chi¬ 
cago  LPGA  convention  May  7-10. 

Made  by  the  Dearborn  Stove 
Company. 


3-Track  Wood 
Combination  Window 

The  Quincy  Cry.stal-Glide  Win¬ 
dow'  is  a  three-track,  self-storing 
combination  .storm  window’  with  a 
track  for  the  bottom  sash,  a  track 
for  the  top  .sash,  and  a  track  for 
the  screen.  Each  in.sert  operates  in¬ 
dependently. 

The  sash  are  3/16"  Crystal  Clear 
Gla.ss  with  all  edges  diamond 
ground  to  a  satin  finish.  To  elim¬ 
inate  hard-to-clean  corners,  no  rim 
of  any  kind  is  placed  around  the 
glass.  The  screen  is  extremely 
rigid,  being  made  of  hollow  ex- 


Pictured  below  is  the  new  Ace 
Model  “A”  combination  redwood 
storm  w'indow’s.  Any  degree  of  ven¬ 
tilation  desired  may  be  had  quickly 
and  easily  by  .sliding  the  low'er  in¬ 
.sert  to  the  required  height.  The 
in.sert  does  not  slide  in  a  wood 
track,  which  eliminates  any  difficul¬ 
ties  from  sticking  or  binding. 

All  corners  are  mortise  and 
tenon  joints,  insuring  a  tight  and 
weatherproof  fit.  The  window  may 
be  in.stalled  on  either  the  casing  or 
(Continued  on  Page  44) 
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{First  of  a  series  of  three) 

From  Data  Fumiched  By 
Propeller  Fan  Mire.  Assn. 

People  have  become  more  and 
more  “cool-conscious”  with  the 
arrival  of  each  new  summer  hot 
spell.  In  the  past  they  have  been 
lured  from  their  homes  by  the  cool¬ 
ing  effect  of  air  conditioning  in 
the  restaurants,  theatres,  depart¬ 
ment  stores,  and  other  commercial 
buildings.  Now  that  the  home  has 
again  become  the  center  of  enter¬ 
tainment  and  social  activity,  the 
householder  wants  to  provide  cool 
comfort  for  his  own  home,  but  he 
feels  the  cost  mu.st  not  be  too  high ! 
But  you,  the  building  specialty 
dealer,  can  supply  the  economical 
answ’er  to  beating  summer  heat 
with  night  cooling  window  fans. 
How  Night  Cooling  Works 
To  refresh  your  memory,  here’s 
a  brief  review  of  the  function  of 
window  fans.  As  you  know,  dur¬ 
ing  the  day  the  hot  summer  sun 
beats  down  on  the  roof,  raising  the 
attic  temperature  to  as  high  as 
135  degrees.  In  turn,  this  heat 


How  To  Sell 
WINDOW 


is  transferred  throughout  the  en¬ 
tire  house  and  remains  far  into 
the  night. 

When  the  sun  goes  down,  out¬ 
side  temperatures  go  down  too — 
from  15  to  25  degrees.  But  the 
house  still  retains  the  stale,  stuffy, 
hot  daytime  air,  there  usually  be¬ 
ing  no  breeze  strong  enough  to  dis¬ 
pel  inside  air. 

The  window  fan  exhausts  hot 
inside  air  out  of  the  window  and 
draw’s  in  cool  night  air  through 
open  windows  at  the  other  side 
of  the  house.  Soon  the  inside  tem¬ 
perature  drops  to  that  of  the  out¬ 
side — 15  to  25  degrees  cooler  than 
it  was  at  sunset.  A  continuing 
supply  of  fresh  cool,  healthful  night 
air  is  assured  since  the  fan  com¬ 
pletely  changes  the  room  air  every 
minute  or  two.  Comfort  and  sleep 
is  assured. 

Techniques  for  Window  Fan 
Selling 

As  graphically  illustrated  on 
these  pages,  television  and  radio 
spot  announcements  get  to  the 
prospect  at  the  psychologically  per¬ 
fect  moment.  The  follow  up  with 
the  promised  demonstration  in  his 


own  home  eliminates  all  resistance 
to  the  sale.  He  sells  himself! 

The  following  promotions  with, 
or  without,  radio  and  television 
will  help  you  make  the  most  of 
the  1951  fan  sea.son: 

1.  Personal  Solicitation:  Make 
up  a  prospect  list  that  includes  all 
the  middle  and  upper  class  cu.stom- 
ers  in  your  area.  Be  sure  to  check  or 
underline  the  names  of  those  to 
whom  you  have  sold  home  im¬ 
provements  in  the  past.  Have  your 
canvas.s€rs  and  salesmen  cover  all 
the  prospects  on  the  list.  Old  cus¬ 
tomers  are,  of  course,  ideal  pros¬ 
pects  since  they  know  your  com¬ 
pany  and  salesmen  should  pay  spe¬ 
cial  attention  to  the.se. 

Your  salesman  should  know 
what  you  have  sold  formerly  to 
such  customers  so  that  he  can 
refer  to  these  specialties  and  re¬ 
mind  them  of  your  previous  home 
improvement  services.  He  should 
also  be  thoroughly  trained  in  the 
advantages  of  the  fans  he  is  sell¬ 
ing  and  should  have  a  perfect 
knowledge  of  the  installation  tech¬ 
niques  so  that  he  can  answer  all 
que.stions. 
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Photos  courtesy  Propeller  Pan  Mfrs.  Assn» 

The  next  day  your  salesman  calls  and  discusses  method  of  payment. 
Your  customer,  who  has  enjoyed  a  fan-cooled  rest,  is  glad  to  sign. 


Salesman  explains  advantages  of  the  fan,  quickly  installs  it, 
and  plugs  it  into  nearest  outlet.  What  coolness  for  a  few  pennies! 


of  hi.s  window  fan.  He  must  know 
how  each  prospect  can  get  the  most 
efficient  use  from  his  fans.  He  must 
be  well  supplied  with  promotional 
material.  And  he  must  be  sure  to 
receive  all  notices  of  newspaper, 
magazine,  and  radio  advertising  by 
the  manufacturer. 

The  selling  appeal  should  be  cen¬ 
tered  upon  three  main  points: 

1.  The  Comfort  to  be  derived 
from  having  a  cooler  house. 

2.  The  improved  Health  of  every¬ 
one  in  the  household — because 
of  cool  refreshing  sleep  in 
fresh  healthful  air. 

3.  The  Preservation  of  the  dwell¬ 
ing  due  to  moisture  elimina¬ 
tion. 

The  window  fan  can  be  sold  to 
anyone  regardle.ss  of  whether  they 
live  in  a  home,  apartment,  or  con¬ 
verted  attic.  Some  of  its  sales 
points  are: 

1.  It  night  cools  up  to  four  or 
five  rooms. 

2.  It  is  low-priced  and  it  costs 
only  pennies  to  operate. 

3.  It  has  a  slow-moving — there¬ 
fore — quiet  blade. 

(Continued  on  Page  40) 


5.  Direct  mail:  Arrange  your 
cu.stomer  li.sts  in  the  order  of  those 
most  likely  to  buy,  concentrating 
on  the  middle  and  upper  income 
groups.  Write  them  letters  explain¬ 
ing  the  benefits  of  night  cooling 
fan.s.  Ask  them  to  visit  your  store 
or — even  better — give  them  a  way 
to  contact  you  easily.  Do  this  by 
stressing  your  phone  number  or  by 
including  a  .self-addressed  post 
card.  When  they  answer,  visit  their 
homes,  figure  out  their  cooling 
problem,  and  give  them  the  answer 
to  it.  Remember  once  inside  the 
home,  you  may  also  be  able  to  .sell 
them  an  attic  or  kitchen  fan. 

6.  Newspaper  advertisements: 
Manufacturers  have  dealer  mats 
and  electros  already  made  up.  Just 
ask  for  them  and  you’ll  get  them — 
usually  free  of  charge — for  inser¬ 
tion  in  the  local  newspapers.  Again, 
provide  an  easy  means  for  them  to 
reach  you — and  be  sure  to  .stress 
immediate  delivery  and  installation 
and  the  important  benefits. 

Selling  the  Prospect 

In  order  to  sell  effectively,  the 
dealer  must  know  the  1951  features 


2.  Fan  display  in  the  show  win- 
dote:  Remember,  the  prospect  has 
got  to  see  them  before  you  can 
sell  them,  and  displays  have  been 
proven  very  effective  in  drawing 
people  into  your  home  office.  Dis¬ 
plays  of  some  type  can  usually  be 
obtained  from  the  manufacturer 
of  your  night  cooling  fans.  They 
.should  show  graphically  how  ea.sily 
the  fan  cools  the  house,  and  are  an 
important  sales  help. 

3.  Home  office  demonstrator: 
After  they  have  been  attracted  by 
the  outer  display,  you  should  have 
a  set-up  which  shows  fir.st  how  the 
fan  works  and  just  what  it  does. 
Such  a  display  should  have  a  three¬ 
fold  purpose,  acting  as  an  eye- 
catcher  on  your  floor,  a  demonstra¬ 
tion  center,  and  a  sales  center. 
Again,  the  manufacturer  will  aid 
you. 

4.  Handout  pieces:  Manufactur¬ 
ers  will  supply  you  with  promo¬ 
tional  literature  which  you  can 
pass  out  to  customers.  These  hand¬ 
outs  explain  further  the  workings 
and  benefits  of  fans  and  serve  as  a 
reminder  in  the  home  that  com¬ 
fort  waits  in  your  store. 


/ 1  \ 


I  I  1 14  1 1 1 

iiiinuipu 


"THE  CHIEF  ’-FEATHER-LITE’S  Newest  A 
quality  Storm  Window'  Combinations,  is  the 
experiments  and  research. 

Here  at  last  is  the  answer  to  your  problems- 
the  finest  of  workmanship,  design  and  materia 
Product.  "THE  CHIEF"  will  outsell  present  ( 
its  superior  construction  and  appearance. 

You  will  find  "THE  CHIEF”  will  sell  itself 
w'ill  give  complete  satisfaaion  to  the  buyers. 


•  Greater  Profits  and  Easier  Sales 

•  A  Superior  Product— will  Outsell 
Others 

•  Sturdy  Construction  and  Selected 
Materials 

•  Furniture  Finish  for  Greater  Beauty 

•  Self-storing— Very  Easily  Operated 


•  Prompt  Deliveries- 
Efficienr 

•  Many  Fine  Exclusiv 

•  Nationally  Advert! 

•  Exclusive  Territorii 
WRITE  •  WIRE  • 


/ 


EXCLUSIVE 
INDIAN  GRIP 
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B.  S.  REPORTER . . . 


Richcords  to  Take  Charge 
of  Vertical  Blinds  for 
Youngstown  Industries,  Inc. 

Morris  Simon,  president  of 
Youngstown  Industries,  Inc.,  Gir¬ 
ard,  0.,  announced  that  Grover  A. 
Richards,  general  sales  manager  of 
the  company,  will  be  in  charge  of 
sales  of  the  company’s  “Window 
Charm’’  vertical  blinds.  Until  re¬ 
cently  moat  of  his  time  and  effort 
had  been  devoted  to  Youngstow-n’s 
“Aluma-Shield’’  metal  awning  busi¬ 
ness. 


G.  A.  Richard! 


Mr.  Richards  has  been  with  the 
company  since  January  1946  and 
has  been  engaged  in  direct  sales, 
dealer  sales  and  sales  management 
for  its  various  enterprises.  Before 
joining  Youngstown  he  had  been 
with  The  Stambaugh-Thompson 
Hardware  Co.,  his  own  sign  and 
display  company,  Dennison  Manu¬ 
facturing  Co.,  Sherwin-Williams 
Paint  Co.,  and  the  Goodyear  Air¬ 
craft  Corp. 

*  *  * 

Borg-Womer  Appoints 
C.  S.  Wiggins  is  Ass't  Mgr. 

Charles  S.  Wiggins,  formerly  ad¬ 
vertising  manager  of  Armed  Force 
Weekly,  has  been  appointed  assis¬ 
tant  to  Karl  J.  Ammerman,  man¬ 
ager  of  the  Washington  office  of 
Borg-Warner  Corp. 


Mr.  Wiggins  formerly  was  presi¬ 
dent  of  the  American  School  Press 
A.ssociation  and  publisher  of  the 
National  Echo.  During  the  war  he 
saw  five  years’  .service  as  a  com¬ 
mander  of  U.  S.  field  artillery  units, 
including  eleven  months  of  combat 
duty  in  Europe,  and  left  the  service 
with  the  rank  of  Captain.  He  was 
born  in  Altoona,  Pa.,  and  was  ad¬ 
vertising  manager  of  the  Altoona 
Tribune. 

•  *  « 

Nersica  Asks  Truman 
To  End  Noil  Racket 

The  Northeastern  Roofing,  Sid¬ 
ing  and  Insulating  Contractors  A.s- 
sociation  appealed  recently  to  Pres¬ 
ident  Truman  for  immediate  action 
to  end  the  black  market  in  nails. 
C.  N.  Nichols,  managing  director 
of  the  as.sociation  said  nails  were 
unavailable  at  normal  prices. 

The  appeal  going  over  the  head 
of  the  National  Production  Author¬ 
ity,  was  made  in  a  letter  from  Mr. 
Nichols  to  the  President.  All  efforts 
to  obtain  relief  from  the  N.  P.  A. 
in  the  last  month  have  been  fruit¬ 
less,  Mr.  Nichols  said. 

He  reported  that  the  contractors 
can  buy  nails  in  carload  quantities 
if  they  are  willing  to  pay  $18  to 
$25  a  keg.  The  normal  market  price 
he  said  is  $10  to  $12. 

♦  *  ♦ 

Alcoa  To  Set  Up  New 
Smelter  In  Wc^ington 

A  new  aluminum  .smelting  plant, 
capable  of  supplying  170,000,000 
pounds  of  aluminum  annually  for 
America’s  defense  and  civilian 
needs,  will  be  built  by  Aluminum 
Company  of  America,  at  Wenat¬ 
chee,  Washington. 

In  announcing  its  plans  the  com¬ 


pany  .said  that  construction  of  the 
new  works  would  begin  immediate¬ 
ly.  It  is  hoped  that  the  fir.st  alu¬ 
minum  can  be  produced  at  the  plant 
within  15  months. 

Announcement  of  the  .selection 
of  a  plant  site  followed  completion 
of  negotiations  between  the  com¬ 
pany,  Bonneville  Power  Adminis¬ 
tration  and  the  Public  Utility  Dis¬ 
trict  of  Chelan  County,  Wa.shing- 
ton.  These  negotiations,  entered 
into  at  the  request  of  Defense  Elec¬ 
tric  Power  Administration  officials, 
assure  that  necessary  electric  pow¬ 
er  will  be  provided  for  this  urgent¬ 
ly  needed  additional  aluminum 
production. 

The  plant  to  be  built  by  ALCOA 
at  Wenatchee  is  part  of  the  pre.sent 
national  plan  to  increa.se  aluminum 
production. 

♦  *  * 

C.  R.  Wilson,  Jr.  Appointed  V  P 
By  Ace  Industries 


C.  R.  Wilson 


The  election  of  C.  R.  Wilson,  Jr. 
as  Vice  President  of  Ace  Industries 
Company  is  announced  by  E.  E. 
Swartswelter,  Jr.,  President.  Wil¬ 
son  joined  the  company  in  1947  as 
Assistant  Treasurer,  and  since  then 
has  been  appointed  General  Man¬ 
ager  and  Assi.stant  to  the  President. 

{Continued  on  Page  43) 


May,  1951 


Make  More  Window  Sales 

with  LOW  PRICE 

SIM-PLEX 

.  .  .  the  combination 
screen  and  storm  sash  that 
fits  every  home-owner’s 
budget! 


Write  TODAY  or  call  for  ALL 
the  tacts  on  the  SIM-PLEX  win¬ 
dow  .  .  .  olso  our  line  of  CASE¬ 
MENT  STORM  WINDOWS  mode 
to  fit  every  type  of  coiement 
window. 

Doors  and  Basements  ovoiloble. 


YOUR  COST  $7.67 
F.O.B.  Detroit 
Si2e  28"  X  55" 


•  Made  of  "Woodlife" 
treated  Ponderosa  Pine. 

•  Interchangeable,  light¬ 
weight  screen  and  win¬ 
dow  inserts. 

•  Stained  finish  —  can  be 
varnished  or  painted. 

•  Built  -  in,  trouble  -  proof 
ventilators. 

•  Easily,  inexpensively  in¬ 
stalled. 

.  .  .  and  many  other  features 

that  SELL! 


IDA  PRODUCTS  COMPANY 

1909  E.  Forest  Avenue  Detroit,  Mich. 

TEMPLE  3-8800 


"Worth  its  weight  in  gold." 

"We  think  your  Manual  is  terrific." 
"The  Bible  of  the  Industry." 


That's  What  Dealers  Say  About 
ROOFING,  SIDING  &  BUILDING  SPECIALTIES  MANUAL 


Don’t  Miss 
These  Important 
Articles  in  the 
1951  Edition! 


*  A  COMPLETE  SECTION  DISCUSSING  IN 
DETAIL  ALL  TYPES  OF  PRIMARY  AND 
COMBINATION  WINDOWS. 

*  ALL  TYPES  OF  METAL  AWNINGS.  DE¬ 
SCRIBED  AND  DISCUSSED  IN  DETAIL. 

*  ARTICLES  ON  METAL  AND  PLASTIC 
TILE,  GARAGE  DOORS  AND  OPENERS, 
AND  DOZENS  OF  OTHER  PROFITABLE 
SPECIALTY  ITEMS. 


*  COMPLETE  SECTIONS  ON  SELLING, 
TRAINING  SALESMEN,  ADVERTISING, 
BUILDING  YOUR  VOLUME,  etc. 


ISO  poges  crommed  full  of  voluoble  informo< 
tion  on  EVERY  phose  of  your  business.  Every 
deoler  will  wont  copies  to  help  him  moke  more 
money. 


I  BUILDIWa  SPECIALTIES  ■ 

I  425  —  401  Ave.,  New  York  16.  N.  Y.  J 

I  PldOM  Mnd  nid . copiM  of  tha  1951  I 

I  Roofing,  Siding  and  Building  Spocialttoi  MonuaL  J 

'  NAME .  TTIIE .  I 


ORDER  NOW! 

$3.00 


LOS  ANOEIES 


Prosidont  of 
A.  L.  Oreenboum  Ce. 
lot  AwgoleSy  Califomio 


W.  F.  SnPHENS 

Protidewt  of 
Ooll«5  Mitel  Trims  Co. 
Dolloty  Toxot 


W.  L  CASE 


Protidowt  ol 
PyromM  ProdocH  Co. 
Konsot  CMy,  Missouri 


^ALUMINUM 


EXTRUSIONS 

TO  ASSURE  YOU  OF  OUR 
CONTINUING  SERVICE 

Like  our  fellow  Trimedge  distribulors 
located  in  most  metropolitan  centers 
throughout  Ihe  country,  we  are  com¬ 
pletely  confident  that  so  long  as  raw  ma¬ 
terials  are  made  available  to  Trimedge, 
Inc.,  the  completed  Trimedge  Mouldings 
will  be  shipped  to  us  ior  equitable  dis¬ 
tribution.  We  know  that  Trimedge  has 
one  of  America's  most  modern  and  com¬ 
plete  extrusion  plants,  located  in  Youngs¬ 
town.  Ohio,  with  three  huge  extrusion 
presses  producing  a  full  and  practical 
line  of  eUuminum  extrusions  in  a  con¬ 
tinuing  process  from  ingot  to  finished 
product.  We  urge  you  to  share  our  faith  in 
T^imedge't  ability  to  "deliver  the  goods!' 


COMPANY 
ADDRESS  . 


I  POST  PAID 


TRIMEDGf,  INC. 

4021  AAHONINP  AVE.,  YOUNGSTOWN  1,  OHIO 
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Assure  Your  Future  Now!  Plan 
For  "The  Day  After  Tomorrow" 
By  Deciding  Today  . . . 


WHICH  IS  THE 
FIHEST,  QUALITY 
COMBIHATION 
WIHDOW 


fC 


COMBINATiAR  TRIPIE'IRACK  WINDOWS 

WITH  ANY  OTHERS! 


When  shortages  and  restrictions  ore  gone,  an  exclusive  franchise  for  selling 
Arlite  in  your  territory  will  be  one  of  the  most  valuable  assets  you  can  have, 
j  Decide  this  far  yourself  by  comparing  Arlite  with  any  other  combination 

5  windows  you  choose.  Write  in  now  for  the  Arlite  Comparison  Chart,  then 

j  decide.  Plan  for  your  future  by  inquiring  today.  Ask  if  your  territory  is  still 

J  open.  If  it  is,  "stake  your  claim."  There's  na  obligation.  An  Arlite  franchise 

I  can  be  a  "gold  mine"  for  you  when  business  returns  to  normal.  Write  in  now, 

''  ond  let's  talk  it  over. 


Dealers  Handling 

{Continued  from  Page  20) 

Iciation,  one  find.s  certain  typical 
pattern.s.  A  home  improvement 
company  in  Indianapoli.s  lists  the 
following  at  the  bottom  of  its  sta¬ 
tionary:  water  softeners;  roofing; 
siding;  insulation;  .storm  windows 
and  doors;  metal  awnings;  incin¬ 
erators;  weatherstripping;  caulk¬ 
ing;  attic  and  kitchen  fans;  remod¬ 
eling;  building  materials. 

An  insulating  company  in  Dan¬ 
ville,  Va.,  listed  blown  home  insula¬ 
tion;  .storm  windows  and  doors; 
Venetian  blind.s,  weather-stripping; 
floor  coverings;  a.sbe.stos  and  in¬ 
sulating  brick  siding;  a.sbestos  and 
a.sphalt  roofing  shingles;  and  re¬ 
modeling. 

Colorado  Roofer 


A  roofer  in  Pueblo,  Col.,  names 
the.se  products  at  the  top  of  his 
.stationary:  built-up  roofing;  a.s¬ 
phalt  and  asbestos  roofing  shingles ; 
rock  wool  and  asbestos  wool  insula¬ 
tion;  asbestos  and  insulating  brick 
siding;  combination  storm  win¬ 
dows  and  screens;  folding  metal 
awnings  and  patio  covers;  roof 
coatings. 

A  home  improvement  company 
in  Gary,  Indiana  mentions  the  fol¬ 
lowing  in  a  list  dowm  the  side  of 
the  letterhead:  Pre-fab  modern 
homes;  picture  windows;  porch  en¬ 
closures;  aluminum  siding  and 
roofing;  tile;  ma.sonry,  aluminum 
and  w’ood  garages;  garage  doors; 
ornamental  iron  railings  and  porch 
columns;  metal  canopies  and  awn¬ 
ings;  redwood  and  aluminum  com¬ 
bination  windows  and  doors;  chain 
link,  rustic,  and  picket  wood  fences. 

A  letter  from  a  Sandu.sky  (Ohio) 
dealer  indicates  that  he  sells  Vene¬ 
tian  blinds,  metal  awnings,  and  is 
interested  in  adding  curtains  and 
draperies  to  his  line  of  products. 

While  there  are  fairly  typical 
groupings  of  products,  the  only 
consistent  trend  that  is  evident  is 
increasing  variety.  It  seems  very 
likely  that  this  trend  will  not  only 
continue  but  will  even  accelerate 
{Continued  on  Page  30) 


Install  quickly  from  inside.  Interchangeable  with 
storm  windows.  Attractive,  durable  frames. 
Aluminum  or  plastic  wire.  Immediate  delivery. 


Continuous  supplies  assured! 


HiWS  fOR  DtAURSt 


It's  true!  You  can  count  on  Wilson  to  keep  right 
on  supplying  all  the  storm  windows  and  screens 
you  can  sell. 

Wilson  has  the  experience  and  the  production 
facilities  to  use  any  or  all  of  the  above  materials 
in  making  storm  windows  and  screens  of  the 
finest  quality. 

Therefore,  regardless  of  present  or  future  ma¬ 
terial  restrictions,  you  are  always  assured  of  un¬ 
limited  supplies  for  your  customers. 


Both  intido  and  outside  types  available.  Top 
quality  construction.  Sizes  for  all  standard 
metal  casements.  Liberal  discounts.  Immediate 
delivery.  Shipped  KD  or  assembled. 


Now,  more  than  ever,  it  pays  to 
sell  Wilson  storm  windows  and 
screens.  Protect  your  volume  and 
profits.  Write  for  details  on  the 
Wilson  line  today! 


L.S.  WILSON  MANUFACTURING  CO. 
2300  S.  Wsstarn  Ave.,  Chicago  S,  Illinois 
(Formsrly  Mstol  Window  Sorvko  Co.) 


Please  send  complete  details  on  your  new  products  for  metal 
casements.  I  am  interested  in 

n  Screens  D  Storm  Windows 
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/IND  WeATHER-TiTE 

REDWOOD  OUTSIDE  CASEMENT 
STORM 
WINDOW 


WEATHER-TITE  proudly 
presents  its  new,  genuine 
California  Redwood  Out¬ 
side  Casement  Storm  Win¬ 
dow.  Built  with  the  skillful 
precision  that  has  made 
Weather-Tite  famous,  and 
priced  right,  this  leader 
will  be  bound  to  be  a 
profit-maker  for  you! 


•  Dtliv^ry 


•  design  c|uiclc,  •oty. 


WeaiherTiie 


•  0*nuln*  California  Rodwootl  Con- 
olruclion  .  .  .  fho  porfoci  intulaior 
and  onfrooialp  dwrablo. 


WRITE  •  WIRE  •  PHONE 
1859  East  63rd  Street 
CLEVELAND  3,  OHIO 
Express  1-2816 


FOR  SALE 

A  PROSPEROUS 
WOODWORKING  FACTORY 

An  entire  factory,  going  and  fully  equipped 
for  the  manufacture  of  combination  windows 
and  doors,  capable  of  producing  7,500  units 
a  month. 

A  $125,000  inventory  now  on  hand  consists 
of  hard-to-get  Redwood  lumber,  bronze  screen 
wire,  glass,  hardware,  etc.  In  addition,  ap¬ 
proximately  $50,000  worth  of  machinery  and 
equipment  combined  with  an  aggressive  selling 
force,  a  well  trained  executive  crew  and  pro¬ 
duction  personnel  will  mean  a  smart  invest¬ 
ment  for  the  right  person. 

This  is  a  going,  active  Midwestern  business  which  has 
averaged  a  $50,000  yearly  profit  for  its  present  owner 
who  is  now  forced  to  retire  because  of  health. 

If  yM  are  interested  and  have  adequate  capital,  write 
BOX  Ne.  325,  BUIL0IN6  SPECIALTIES,  Imniediately. 


Dealers  Handling 

{Continued  from  Page  28) 
in  the  near  future.  There  are  two 
reasons  for  this.  Fir.st — because  of 
the  rearmament  program  there  will 
not  be  an  abundance  of  most  mate¬ 
rials  used  in  home  improvement 
products.  Dealers  may  therefore  be 
unable  to  get  their  full  quota  of  any 
one  product  and  will  add  more 
items  to  keep  up  their  business 
volume  and  keep  their  .salesmen 
busy.  Second — the  decline  in  new 
housing  will  result  in  more  home 
improvement  to  older  houses.  Mil¬ 
lions  of  Americans  who  had  hoped 
to  buy  new  houses  now  realize  that 
it  is  unlikely  they  will  be  able  to 
do  so  and  have  decided  to  improve 
their  present  dwellings. 


On  The  House 

(Continued  from  Page  11) 
ord  prosperity.  Industrial  produc¬ 
tion  stands  at  the  almost  unbeliev¬ 
able  total  of  $300  billion — $16  bil¬ 
lion  higher  than  the  level  of  last 
summer  while  corporate  profits  and 
individual  incomes  are  at  an  all 
time  high.  Certainly  this  is  a  cheer¬ 
ful  indication  for  all  dealers. 

Home  Incinerators 

(Continued  from  Page  17) 
ation  and  which  does  not  bear  the 
seal  of  approval.  You  will  be  well 
advised  to  limit  your  gas-fired  in¬ 
cinerator  lines  to  approved  equip¬ 
ments. 

In.stallation  of  the  incinerator  is 
simpler  than  most  people  realize. 
The  running  of  the  gas  line  is  a 
simple  problem  that  is  routine  in 
almost  any  community.  Regula¬ 
tions  covering  other  gas  appliances 
will  be  the  same  for  the  incinerator. 

The  installation  problem  of  the 
incinerator  is  proper  venting.  Vent¬ 
ing  of  an  incinerator  is  just  the 
same  type  of  thing  that  has  been 
done  for  years  with  the  old  pot 
bellied  stove.  Just  remember  that 
the  stove  pipe  may  at  unusual 


Now  something  new  in  tile  that  meets  the  demands  of  modern 
interior  decorators  and  with  instant  appeal  to  home  owners. 

Third  dimensional  depth  of  color,  rich  glistening  finish  at  a 
fraction  the  cost  of  glass.  Panel  tile  is  of  heavy  gauge  aluminum 
with  patented  latex  backing  having  8  times  the  adhesive  power 
of  ordinary  tile. 


Armor-Wall  product— mac/e 
original  aluminum  tile 

A  complete  dealer  sales  plan  for  producing  easier, 
faster,  more  profitable  sales.  Includes  unique  and 
beautifully  illustrated  sample  case,  colorful  bro¬ 
chures,  consumer  advertising  program. 


Requires  less  labor  and  mastic  to  install  and  each  panel  is 
grouted  for  beauty  of  appearance  with  a  single,  all-purpose, 
permanent-color  white  mastic. 

Sold  only  through  selected  dealers  in  assigned  territories,  some 
of  the  better  ones  of  which  are  still  open.  Write  today  for  fran¬ 
chise  information  and  start  immediately  to  build  a  tile  business 
that  you  con  control. 


What  dealers  say: 


'Mode  our  first  saU  an  hour  aftor  rocoiv^ 
ng  sample  book  ' — E.  Rochester^  N.  Y. 


"One  job  sells  five  others  and 
they  re  all  mine" — Wis. 

'Tile  samples  received  and  they 
<re  beautiful" — Fairfield,  Conn. 


times  become  hot,  even  red  hot 
and  you  will  be  right.  Heavy  gal¬ 
vanized  stove  pipe  is  well  worth 
the  small  added  expense. 

If  the  installation  is  for  es.sen- 
tially  continuous  day  long  use  you 
may  wish  to  insulate  the  heat  from 
the  stove  pipe  from  the  room.  This 
can  be  readily  done  by  using  a 
STAINLESS  STEEL  stove  pipe 
and  covering  it  with  standard  tube 
and  flake  asbestos,  2"  deep.  You 
can  almost  always  vent  into  a 
boiler  or  furnace  flue  where  the 
original  installation  was  for  hand 
fired  fuel  and  today  automatic  fir¬ 
ing  is  used.  The  original  instal¬ 
lation  was  probably  over-sized 
enough  to  allow  for  fluctuating  fur¬ 
nace  loads,  so  the  more  even  load 
of  automatic  heating  equipment 
leaves  you  plenty  of  draft  for  the 
added  incinerator.  Be  sure  to  join 
gas  streams  so  that  they  FLOW 
TOG  FATHER  and  you  can  get  a 
lot  of  equipment  on  the  same  flue. 

Properly  done  a  home  gas  fur¬ 
nace,  hot  water  heater  and  gas- 
(Continued  on  Page  32) 


FOR  CUSTOMER  SATISFACTION  •  FOR  DEALER  PROFITS 
FOR  BEAUTY,  DURABILITY,  VERSATILITY! 

Be  sure  it's  genuine 

HASTINGS  aiumitile  ^ 


METAL  TILE  PRODUCTS,  INC 
Dept.  507,  Hostings,  Michigan 
Send  me  information  on  o/umitife. 

I  am  a  D  Dealer,  Q  Distributor,  Q  Con¬ 
tractor,  Q  Architect. 
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r  NEW  FOUR-PIECE  ^ 
COMBINATION  WINDOW 
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Home  Incinerators 

{Continued  from  Page  31) 

fired  incinerator  can  be  vented  in 
a  single  story  home  through  a  6" 
round  stack.  Be  sure  to  get  the 
incinerator  flue  inlet  ON  TOP  of 
that  for  other  equipments.  The  in¬ 
cinerator  gases  are  hotter  than  the 
others  and  they  provide  their  own 
lift.  They  also  will  pull  other  gases 
up  behind  them.  However,  they 
can’t  get  going  if  an  upstream  flue 
opening  of  some  other  appliance  is 
going  to  act  as  a  window  to  shoot 
in  cold  gas  as  the  incinerator  gases 
increase  the  suction.  Incidentally, 
this  window  effect  will  pull  the 
heat  OUT  of  the  other  equipments 
and  make  them  less  efficient.  Do 
not  put  a  damper  or  downdraft  on 
the  incinerator  line  anywhere.  Re¬ 
adjust  any  barometric  dampers  on 
heating  equipment  so  that  the  in¬ 
cinerator  gets  a  full  draft.  Remem¬ 
ber  that  your  incinerator  may  have 
walls  which  are  cooled  by  this 
draft. 


Will  Not  Rust 
No  Thread  Stripping 
Heads  Won't  Snap  Off 


Economical  to  Use  •  Attractive 
in  Appearance  •  Foolproof 


Ixpr^uly  Arfoptarf  to  KD  lnttollotion$  at  Waff 
at  Fokrieotin^  All  Windowg  ond  Doort 


Hireodt,  kMd  breakage,  damage  to  (lots,  etc. 

Stocked  i*  Round  Head,  Binder  Head,  and 
Oval  Cte'k  Head  ttylei,  in  diameters  4-i-t-IO 
and  12  and  in  lengths  <4",  H",  Vi".  H'  **<) 
Mode  to  your  or^  in  othM  sizes  and 
head  styles.  Also  avoilable  to  order  in  Rhillips 
recessed  head,  quantity  permitting. 

Ltt  us  quote  you  on  your  requirements. 


Mode  ot  Type  420  Stainless  Steel  specially 
heat  treoted  and  polished  for  eztreme  thread 
cutting  strength  ond  moximum  corrosion  re¬ 
sistance. 

Iliminates  the  rusting  experienced  with 
cadmium  or  chrome  plated  screws. 

Special  heat  treatment  insures  toughness 
and  hardness  necessary  to  resist  stripping  of 


Venting  Is  Simple 

This  venting  is  extremely  simple 
but  very  important.  In  selling  old 
homes  venting  procedures  often 
are  the  key  to  a  sale.  A  man  who 
knows  what  he  is  doing  can  pick 
up  a  lot  of  sales  that  his  less  in¬ 
formed  competitor  will  not  be  able 
to  install.  Incidentally,  as  distin¬ 
guished  from  a  sink  which  needs 
both  a  vent  upwards  and  a  drain 
downwards  the  incinerator  instal¬ 
lation  is  much  simpler,  it  only 
vents  upwards.  Proper  equipment, 
properly  installed,  will  never  at¬ 
tract  the  attention  of  the  owner  or 
his  neighbors  during  operation. 
Wastes  are  volatized  to  pass  up¬ 
wards  without  notice. 

A  specialty  salesman  should 
work  in  close  co-operation  with  his 
installation  and  service  personnel. 
He  is  not  expected  to  be  a  detailed 
estimater  on  installation  costs  but 
he  should  keep  this  in  mind.  Gen¬ 
erally  there  are  two  costs  and  two 
profits  that  should  come  from  the 
job,  sales  cost  and  profit;  installed 
cost  and  profit.  If  either  cost  is 


Ootlfmod  to  fH  ooy  ttandord 
wHkoot  ptonlnf  or 
trimmimg  ...  2  saih  zac- 
tlMif,  I  tcraan  loctieii  ami 
anlwgraol-fitting  ovorlop 
frama.  All  unit*  Intar- 
chawgaahla,  oaiy  ta  cloon, 
llflit  ta  hondla,  complataly 
barglar-praaf.  SCHU- 
MACHEII’S  tpaclal  mordian- 
tiitinf  plan  Incladai  the 
•oygly  ol  full  IVi"  ^on- 
daraia  Plaa  or  Radwood 
caoiblaatlen  daori  with 
yoor  REDOY-FIT  ordart . . . 
with  2-waali  dallvary. 
Writ#  for  dotaili. 
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skimped  somebody  is  going  to  be 
pinched  and  the  merchandising 
program  will  fail.  To  the  home 
owner  a  single  price  is  necessary, 
so  some  rough  estimate  of  the  in¬ 
stallation  must  be  done  by  the 
.salesman. 

Good  sales  technique  will  result 
by  getting  the  home  owner  down 
in  his  own  ba.sement,  kitchen  or 
other  area  where  the  incinerator  is 
to  go  and  talking  in  terms  of  HIS 
PROBLKMS.  When  he  first  talks 
price  is  a  good  time  to  move.  Then 
you  can  talk  about  YOUR  LINE  in 
terms  of  his  problems.  Look  for  the 
gas  line.  Is  it  near  the  incinerator 
location  that  you  could  come  off? 
Get  an  idea  how  much  pipe  will  be 
neces.sary,  whether  any  walls  must 
be  pas.sed  through,  or  if  a  long  run 
of  pipe  must  be  supported  with 
pipe  hangers,  or  concealed  in  the 
walls. 

Look  at  the  venting  run.  Keep  it 
under  fifteen  feet.  Will  the  stove 
pipe  need  support?  Will  it  have 
adequate  clearance  from  any  com¬ 
bustibles  or  will  some  insulation  be 
nece.ssary.  How  pretty  must  the 
vent  run  be.  Look  at  the  stack, 
open  the  clean  out  door  at  the  base. 
How  much  of  a  job  will  it  be  to 
cut  a  hole  in  the  brickwork  for 
the  incinerator  flue.  If  the  incin¬ 
erator  is  to  enter  the  furnace 
breechings  visualize  the  connection 
(should  be  a  Y  if  possible).  Be  sure 
and  notice  if  there  will  be  welding 
neces.sary  into  heavy  gauge  steel  or 
tinsmith  work. 

La.stly,  after  you  have  sold  the 
job  be  sure  and  make  the  arrange- 
(Continued  on  Page  34) 


A  2-Track  Aluminum  Combination 
Window  Made  Just  for  You! 

•k  Risid  Construction  k  All  Extruded  Aluminum 

k  Extra  Large  Lift  k  Top  and  Bottom  Ventilation 

k  No  Unnecessary  Gadgets  k  Triple  Action 
k  Simplicity  k  Custom  Built 

k  Noise  and  Draft-Free  k  Full  Length  Interlocking  Meeting  Rail 

A  Few  Choice  Territories  Still  Open.  WRITE  TODAY! 

CHARLES  CO. 

228  NEW  STREET  WA  2-7808-3566  PHILADELPHIA,  PA. 
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Home  Incinerators 

{Continued  from  Page  33) 
merit  that  the  installation  is  offered 
subject  to  approval  of  CREDIT  and 
INSTALLATION  ESTIMATE  by 
the  home  office  (even  if  you  are 
the  home  office).  It  is  easier  and 
less  embarrassing  to  refuse  an 
order  or  to  have  to  resell  an  order 
at  a  higher  installed  price  than  it 
is  to  try  to  wiggle  around  on  an 
installation  you  have  agreed  to  do 
at  a  give  away  price. 

REMEMBER  that  you  are  work¬ 
ing  with  fire  and  to  do  so  safely, 
your  job  must  be  right.  Right 
equipment  for  the  job,  right  instal¬ 
lation  of  your  equipment.  Make 
your  installation  right  the  first 
time.  YOUR  CLIENT  will  pay  for 
an  extra  length  or  two  of  stove 
pipe  at  the  time  of  installation  and 
sale  if  you  properly  present  the 
need  (for  clearing  a  roof  to  provide 
a  draft).  YOU  WILL  PAY  IN 
SERVICE  CALLS  and  TROUBLE 
CALLS  if  you  let  him  talk  you  into 
making  an  unsatisfactory  installa¬ 


tion.  For  your  profit  it  is  better  to 
let  him  do  the  paying  once  the  first 
time,  than  for  you  to  be  chasing 
back  at  your  expense. 

LARGER  INCINERATOR  IN¬ 
STALLATIONS:  Some  of  the 
firms  selling  the  portable  gas-fired 
incinerators  also  sell  incinerators 
for  larger  users.  First  try  to  sell 
the  user  on  several  incinerators, 
ju.st  like  selling  him  several  wash 
bowls.  If  you  do  get  into  a  sale  of 
larger  equipments  be  sure  to  work 
with  a  firm  that  knows  what  they 
are  doing. 

These  jobs  get  more  and  more 
complicated  as  the  size  of  the  in¬ 
cinerator  is  increased  and  you 
eventually  run  into  fire  inspection, 
smoke  inspection,  safety  and  all 
.sorts  of  regulations,  rules  and  com¬ 
plications.  Many  boiler  firms  and 
large  masonry  suppliers  like  to  get 
into  this  larger  incinerator  busi¬ 
ness.  Be  sure  that  if  you  deal  with 
a  firm  to  whom  incinerators  are  a 
side  line  that  they  adhere  to  the 
top  standards  (and  prices).  Your 


GOLDER  PROFITS 

FOR  YOU 

Sell  your  customers  these  profitable 
and  attractive  Scroll-Efts  easily  in¬ 
stalled  on  METAL  or  WOOD 
SCREEN  DOORS  or  COMBINA¬ 
TIONS.  Finished  in  GLEAMING 
WHITE  enamel  or  SEMI-POLISHED 
ALUMINUM  .  .  .  packaged  com¬ 
plete  in  sets  with  mounting  screws 
ready  for  over-the-counter  sales  at 
retail  prices  from  $7.50  to  $16.00 
per  set. 

Write  for  trode  diKoynts  ond 
Bulletin  No  $-552 


Some  clioice  territories  open  for  opents,  write 
for  detoils. 


llirJU.x  Alt  iCr.iftfi 


PARAMOUNT! 


Designed  for  INSTANT  APPEAL  . .  .  PRICED  for 
COMPETITION  and  PROFIT 


New  Improved  TRIPLE-TRACK 
ALL-ALUMINUM  Combination 
SCREEN,  STORM  WINDOW 
and  WEATHERSTRIP  UNIT 

Only  PARAMOUNT  has 
Alt  Uw  MOST  WANTED 
FBATURIS! 

•  TRIPLE  TRACKI  Not 
chonnol. 

•  Ecray  instollations  ~ 

SorvkC'froo! 

•  TWIN  VENTILATION! 

Sosiiot  roisc  or  lower  to 
•ny  level! 

•  CHANGEOVER  NEVER 

NECESSARY!  Mokes  seH-  ^ 
storiiif  obsolete!  ^  Q I 

•  POSITIVE  100%  weother-  #  *  I 

stripping!  f  ^  1 

•  Hecnry  extrusions.  m  '  ^ 

PARAMOUNT  COMBI- 
NATIONS  are  quickly 
and  easily  installed... 
virtually  service-proof, 
too,  so  you  keep  profits  instead  of 
reducing  them  through  costly  cotl- 
bocks.  Write  today  for  distribu¬ 
tion  informotion.  Please  state 
qualifications. 


America's  Finest 
ALL-ALUMINUM  Combinof/on 
STORM  and  SCREEN  DOOR 

p  Fully  extruded. 

P  Double  thick  gloss. 

P  Aluminum  Wire  screen. 


P  Broced  corners  for  Ilfc-time 
rigidity. 

P  Complete  with  oluminum  en¬ 
semble  ond  hordware. 


MMEDIATE  DELIVERY! 

Some  choice  territories  still  ovoiloblc 
if  you  oct  fosr. 

Phone  George  Lieblein  ot  REpublic  9-6664 


PARAMOUNT 

ALUMINUM  PRODUCTS  CORP 
180-11  JAMAICA  AVE  JAMAICA  3  L  I  N  Y 
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best  bet  is  to  deal  only  with  firms 
specializing  in  this  field. 

After  you  have  familiarized 
yourself  with  the  portable  sales 
ard  installations  you  will  find  your- 
.self  more  and  more  into  a  position 
to  crack  the  .small  commercial  and 
industrial  accounts.  These  sales  are 
slower  to  clo.se  (but  have  a  much 
larger  gross)  and  will  demand 
some  .sales  e.xperience  before  you 
can  clo.se  them. 

Larger  incinerators  are  of  .sev¬ 
eral  types.  Generally  they  are  ma- 
■sonry  units  built  of  ma.sonry  parts 
by  a  local  mason,  the  incinerator 
firms  furnishing  working  plans  and 
metal  parts.  There  are,  however, 
some  larger  ‘Portable’  incinerators 
available  that  can  be  sold  as  a 
package  and  are  assembled  similar 
to  a  boiler.  Most  of  these  portable 
units  are  specialized  in  design,  ex¬ 
cellent  for  the  job  for  which  they 
are  intended  but  lacking  in  the 
flexibility  of  usage  and  installation 
that  can  be  had  with  the  masonry 
units.  Gas,  oil,  coal  or  the  trash 
it. self  may  supply  the  needed  fuel. 


Ads  That  Give  Publicity 

{Continued  from  Page  18) 

To  make  your  house  more  comfort¬ 
able 

House  or  store  or  bank  or  school 
Ven  it’s  hot  I’ll  make  it  cool 
Ven  it’s  cool  I’ll  make  it  hot 
Alw’ays  make  it  vot  it’s  not.” 

Another  type  of  radio  promo¬ 
tion  successfully  carried  out  was 
a  tie-in  with  the  “Strange  As  It 
Seems”  broadcast  heard  over  WOR 
akso.  Supplementing  it  the  firm 
.sent  out  Olson-Aids  which  are  let¬ 
ters  to  its  sales  staff,  advising  them 
that  20,000  mailing  pieces  adver¬ 
tising  the  program  were  being 
distributed  to  Olson  customers 
throughout  the  area  in  which  they 
operate.  On  top  of  each  letter  was 
affixed  a  red  and  black  printed 
.sticker  advising  the  reader  to  tune 
in  on  that  program  and  giving  the 
time  of  broadca.st. 

“Don’t  you,  as  an  Okson  sales¬ 
man,  miss  an  opportunity  to  publi¬ 
cize  this  radio  program,”  the  mime- 
(Continued  on  Page  37) 


'^DEAL  DIRECT.  .  . 

SAVE  THE  DIFFERENCE" 

Standard  sizes  for  all  makes  of  Steel 
Casements  •  Projected  —  Pivoted — 
Basement  or  Utility  Windows. 

STEEL  OR  ALUMINUM  FRAMES 

tmmedtote  Shipment  —  Lowest  Prices  •  Ask 
About  Kaiser  Shade  Screening  in  Aluminum 
Fromes— Keeps  Rooms  Up  to  20  Degrees  Cooler! 

The  A.  W.  BARNHART  CO. 

138  HIGHLAND  STREET  •  PORT  CHESTER,  N.  Y. 


Write  or  Wire  for  More  Details 


BELSON  CO.,  Inc. 


Mein  Offices; 

27  Mountain  W. 

Worcester  6.  Mass..  Phone;  64391 


Laboratory; 

70  Vesey  St..  N.  Y.,  N.  Y. 


VI'S 

This  modern  way  fo  resurface, 
after  years  of  research  develop¬ 
ment,  is  now  available.  Valuable 
franchise  rights  are  now  being 
granted  to  qualified,  sales-minded 
concerns. 


BELSONIZE  OFFERS 
NEW  HORIZONS 


And  Many  More  Attractive  Features 
The  word,  Belsonize,  describes  the  application  of  special  durable  plastic 
coatings  for  most  any  surface.  These  coatings  are  applied  in  a  variety  of 
textures  and  colors  with  automatic  low  pressure  equipment  replacing  old 
fashioned  methods. 


•  Exclusive  Franchised  Territories 

•  Patented  Exclusive  Equipment 

•  Ten  Years  of  Research 


•  Dramatic  Sales  Potentials 

•  As  Revolutionary  as  combination 
windows  were  12  years  ago. 

•  Profits  —  Profits  —  Profits 


M-Seai  "KD  ”  WINDO 
MAKE  YOU  MORE  MONEY 


Hints  To 
SALESMEN 


Ullus.ve 
Frome  Coo^tro.- 


fitlinq 


y-SecU  CORPORATION 

1300  Batavia  Avenue,  Royal  Oak,  Michigan 


BUILDING  SPECIALTIES 


ASSEMBLE  These  Aluminum  Combination 
Storm  Windows  YOURSELF. 

NO  EXPENSIVE  EQUIPMENT  NEEDED! 

Sman  dealers  are  buying  V-Seal  knocked- 
down,  "picture  frame”  windows — assembling 
them  themselves  and  pocketing  the  savings. 
Assembly  of  these  sturdy  windows  is  ea>y 
— only  S  10.00  worth  of  tools  necessary. 
Anyone  can  do  it — in  the  shop  or  on  the  job- 
Installation  is  just  as  simple.  New,  exclusive 
V-Seal  "picture  frame”  construe- 
tion  fits  all  modular  windows — 
gives  weathertight  fit — ends  costly 
on-the-job  fitting  and  adjustment. 


The  following  column  is  an  excerpt  from 
an  article  by  George  Kellogg. 


“TTOW  can  I  become  a  good 
-LJ- closer?”  This  question  is 
often  asked  in  the  storm  window 
business.  The  answer  is  “learn 
some  good  closing  techniques  and 
use  them.”  For  instance,  let  us 
take  up  what  I  consider  the  top- 
notch  close  in  the  window  business. 
I  call  this  close  “Qualification 
After  Demonstration.”  This  close 
can  be  worked  in  three  (3)  ways, 
so  let’s  give  each  one  of  these  three 
ways  to  closing  a  name. 

1.  QmUfication  After  Demon- 
Htration  (trhen  tcindoiv  measure- 
mentu  are  secured  in  a  daiftime 
cammss) . 

2.  Qualification  After  Demon¬ 
stration  (when  ii'indow  measure¬ 
ments  are  not  secured  on  the  day¬ 
time  canvass  hut  an  appointment 
is  secured  for  a  demonstration  in 
the  evening.  Before  measuring.) 

3.  Qiuilificaiion  After  Demon¬ 
stration  (canvassing  appointment 
secured  for  an  evening  demonstra¬ 
tion,  demonstration  made,  meas¬ 
urements  made,  but  before  pric¬ 
ing). 

In  looking  over  the  three  above 
closes,  it  is  quite  evident  that  a 
window  man  must  really  do  some 
actual  studying  and  practicing  of 
these  closes  if  he  is  ambitious  to 
become  a  top  window  man. 

For  the  purpose  of  these  three 
closes  are  to  establish  a  check 
point  in  the  sale,  so  that  even  the 
most  dense  window  man  will  real¬ 
ize  whether  or  not  he  has  made  a 
sale.  Note  that  I  again  repeat, 
“whether  or  not  he  has  made  a 
sale,”  for  if  the  prospect  and  his 
wife  answer  Yes  to  this  check 
point,  A  SALE  HAS  BEEN 
MADE,  and  all  that  remains  to  be 
established  is  the  terms  of  the 
sale,  to  wit:  cash  or  credit. 

(Contiituad  In  The  June  Issue) 


Ivy  vt  Ohtribvton  Prkes  .  .  .  Make 
CmmUmU  Distrtvtvr,  Dedw  avd  Retailer’s  Prefit 

All  V-Seal  products — Aluminum  Combination  The  C 
Windows.  Storm  Sash  for  Steel  Casements  and 
Basement  Sash  can  be  bought  knocked  down — a 
feature  that  m.ikes  it  possible  for  you  to  sell  them  Combinai 
lower,  yet  make  more  profit.  pl“»  St®' 

Eastern  Divnion,  47$  Belmont  S?**™*"' 

Avenue,  Holedon,  New  Jersey  windows. 

Western  Divisian,  1134  $.  6th  Street,  St.  Louis,  Missouri 


BATHROOM 


That's  our  businoss  —  boautifying  bath* 
rooms  ond  onhoncing  tho  valuo  of  Amori- 
can  homos.  Bocauso  wo  think  of  our 
products,  showor  doors  and  tub  onclo- 
suros,  in  thoso  torms,  wo  havo  boon  sue* 
couful.  Succossful  in  giving  tho  ovorogo 
homoownor  roal  valuo  in  a  lifotimo  of 
comfort,  sotisfaction  and  sorvtco.  Succoss* 
ful  in  markoting  our  products  through 
rolioblo,  woM*organixod  outlots  —  poopio 
with  whom  it  is  o  ploosuro  to  do  businoss. 
Although  rostrictions  might  tompororily 
rotard  production,  tho  quality  of  our 
showor  doors  ond  tub  onclosuros  will 
olways  bo  tho  finost  in  An>orico. 


Our  patented  Adjustable 
Jambs  guarantee  easy  in¬ 
stallation  and  perfect  fit. 


JLm./L.Gx^ 
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Ads  That  Give  Publicity 

{Continued  from  Page  35) 

ographed  letter  advised.  “Stick 
the  stickers  everywhere  and  if  you 
want  some  of  the  attached  throw¬ 
aways  to  hand  out  a  supply  will 
be  on  hand  at  the  meeting  on  (date 
given)  ...  in  the  meantime,  if  you 
have  any  list  of  special  people  you 
would  like  the  attached  piece  .sent 
to,  such  as  real  estate  men,  local 
agents,  etc.,  send  them  to  us  and 
we  will  be  glad  to  mail  them  out.” 

This  same  photogenic  character, 
Olie,  will  be  .seen  on  television 
shortly,  according  to  plans  now 
under  preparation.  According  to 
tentative  plans,  the  script  will 
show  Olie  dre.ssed  in  coveralls  with 
the  placard  “Ol.son  Products”  on 
his  che.st  holding  up  a  storm  win¬ 
dow  and  .saying  preparatory  to  in- 
.stallation : 

“Window  conditioning  does  two 
job.s — w’inter  insulation  and  rain- 
nroof  ventilation  in  the  summer.” 

Or  Olie  will  hold  up  three  man- 
size  warranty  billboards,  each 
headed  Property  Damage,  Public 
Liability  or  Compensation  Insur¬ 
ance  and  will  tell  his  audience: 
“Olson  gives  you  three-way  insur¬ 
ance  protection.” 

Blower  Jobs 

Another  Olie  scene  will  show  this 
workman  applying  asphalt  tar  on 
a  roof  job  and  declaring:  “The 
reputation  of  your  contractor 
should  mean  more  to  you  than  a 
low  bid.” 

For  blow’er  jobs,  our  friend  Olie 
will  say:  “When  workers  have  a 
per.sonal  interest  in  their  work, 
they  always  do  a  better  job,” 

The  fade-out  is  expected  to  be 
Olie  pointing  to  a  model  of  .several 
homes  against  a  New’  York  sky- 
.scraper  skyline  and  stating: 
“There’s  an  Olson  product  for  any 
type  of  building.” 

Home  show  exhibits  with  .sam¬ 
ples  of  the  firm’s  major  products, 
roofs,  insulation  and  .storm  win¬ 
dows  are  displayed  regularly  in 
booths  of  the  New  York  Flower 
Show’  at  Grand  Central  Palace, 


beautiful  new 
GLASS  LOUVERED 
with  Eternal  Red  Wood  Frame! 


NEWEST,  FINEST  .  .  .  Already  the  fast¬ 
est  selling  glass  louvered  (Venetian)  Win¬ 
dows  .  .  .  WINDO-TITE  is  a  WINDOW 
designed  and  produced  by  window  men,  who 
know  window  problems. 

You  can  cash  in  on  the  fast  growing  market 
for  glass  louvered  windows.  Their  popularity 
is  spreading  to  every  section  of  the  country. 

Every  building,  old  or  new,  is  a  prospect. 
Endless  applications. ..windows,  doors,  breeze- 
ways,  porch  enclosures,  store  front  ventilators, 
hospitals  and  schools.  Owners  praise  their 
modern  beauty,  utility  and  durability. 
Architects  everywhere  are  specifying  them. 

WINDO-TITE  is  precision-built,with  remov¬ 
able  inside  screens  and  storm  sash.  Standard 
casement  window  stock  sizes;  also  custom  sizes 
to  fit  any  opening.  Simple,  speedy  installation. 

Some  dealerships  still  available.  Write,  today,  giving  full 
particulars  about  your  company. 

LUDMAN  CORPORATION 

DEPT.  BS-5,  P.  O.  BOX  4541,  MIAMI.  FLORIDA 

Manufacturers  of  nationally  known  Auto  Lok  Aluminum  Awning  Windows 


Westche.ster  Home  Show  at  White 
Plain.s  and  in  the  A.sbury  Park 
(N.  J.)  Convention  Hall. 

Storm  w’indow.s,  a  specialty  of 
the  house,  are  being  successfully 
exploited  through  emphasis  on  the 
Casement  Window’,  which  fits 
French  window’  types  of  architec¬ 
ture,  the  trend  to  w’hich  is  notice¬ 
able  among  suburban  homes.  This 
type  of  window  is  going  over  big 
in  the  Ol.son  trading  area,  supple¬ 
menting  ordinary  windows  which 
have  been  installed  already. 


The  firm  is  conducting  a  whole¬ 
sale  division  in  this  type  of  win¬ 
dow'  from  its  main  headquarters  at 
233  Broadway,  New’  York  City. 

Establi.shed  in  1903,  OLson’s  has 
branch  w’arehouses  in  other  sec¬ 
tions  of  the  metropolitan  area  in¬ 
cluding:  Asbury  Park,  N.  J.;  Ja¬ 
maica,  L.  I.;  White  Plain.s,  N.  Y.; 
Brooklyn  and  Lynbrook,  Long 
Lsland. 

In  keeping  with  the  times  the 
firm  is  one  of  the  fir.st  of  our  in- 
(Continued  on  Page  38) 
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BUILDING  SPECIALTIES 


WeaiherTiie's 

GETTER 


# 

Note 

the 

NEW 

Picture 

Frame 

Style! 


Here  i  WEATHER-TITE  S  new, 
improved,  eye-appealing  combina¬ 
tion  window.  All  the  time  tested  ad¬ 
vantages  that  have  made  WEATHER- 
TITE  famous  for  easy  profitable 
sales — plus  the  beautiful  new  picture 
frame  style  molding  that  will  add 
glamour  to  any  home. 

•  Finatt  kiln-dria4  Calilarnia 

Radwa*^  .  . . 

•  BwiH-in  vantilolar  ■!  no  ex¬ 

tra  charge  .  . . 

•  iatietl  af  all  la  intlall  .  .  . 

•  Three  week  aiaxlmum  de¬ 

livery  .  .  . 

•  Attractive  mats  and  sales 

aids  la  increase  year 

gratlls. 

Get  on  the  Profit  Band  Wagon!  Get 
WEATHER-TITE,  the  Combination 
Windows  and  Doors  that  have  all 
the  features.  Dealer  franchises  are 
still  available  in  cities  where  we  are 
not  now  represented. 


WRITE  •  WIRE  •  PHONE 


WeaiiierTiee 


1859  East  63rd  Street 
Cleveland  3,  Ohio 
Express  1-2816 


Ads  That  Give  Publicity 

(Continued  from  Page  37) 
dustry  to  execute  a  pension  and 
life  insurance  plan  tied  up  in  one 
package.  All  employees  are  cov¬ 
ered  providing  they  have  been  with 
the  company  at  least  five  years. 
Principle  of  operation  is  that  the 
company  puts  into  the  fund  two 
dollars  for  every  dollar  paid  by 
the  employee. 


Psychological  Moment 

(Continued  from  Page  19) 
to  pay  for  this?”,  or  “What  would 
be  the  best  time  for  delivery?” 
All  these  questions  lead  up  to  the 
moment  when  the  prospect  will 
allow  himself  to  be  pinned  down 
to  a  definite  delivery  date.  This 
will  quickly  reveal  whether  he  is 
sufficiently  interested  or  whether 
there  is  still  considerable  .selling 
to  be  done. 

Closing  must  be  accomplished 
with  courage  and  confidence.  The 
most  successful  salesman  never 
asks  for  an  order  any  more  than 
a  man  a.sks  his  fiancee  for  permi.s- 
sion  to  hold  her  hand.  He  a.ssumes 
this  prerogative.  The  salesman 
must  be  confident  and  take  for 
granted  that  the  customer  is  going 
to  place  an  order. 

Inexperience  on  the  part  of  the 
salesman  at  this  point  is  likely  to 
be  detected  by  the  home  owner. 
If  the  salesman  seems  anxious  and 
nervous,  the  buyer  may  develop 
last-minute  qualms  which  are  usu¬ 
ally  most  difficult  to  allay.  The 
.salesman  who  has  studied  his  prod¬ 
uct  knows  a  good  deal  more  about 
it  than  the  buyer — therefore  there 
is  no  reason  for  him  not  to  be 
confident. 


There's  Big  Money  In 
Attic  Fans 


Read  about  it  in  the 
JUNE 


(  BUILDING  SPECIALTIES) 


NEW  DRAFTITE 
GASKET  SEALS 

METAL  CASEMENT  WINDOWS 


• 

SUMMER 

MONEY¬ 

MAKER 

• 

SURE¬ 
FIRE  FOR 
OPENING 
UP 

PROSPECTS 
FOR  STORM 
WINDOWS 

• 


Simple,  effective  weather  strip  for  metal  casements. 
Stops  drafts,  leaks.  Money  back  guarantee.  Write 
for  trioi  order.  Dealers  wanted. 

DRAFTITE  PRODUCTS  CO. 

6  CANTERBURY  DRIVE  DAYTON  9,  OHIO 


Tm  on  interested  deoler.  Please  send  $10.00 
trioi  order  Droftite  for  16—3  light  high  vents- 
Or  12—4  light  high  vents. 

(Retoils  $18.00).  Check  or  money  order 
herewith. 

Nom-;  ... 

Address  . 


COAT 


PROCESS 

.  .  .  coals  aluminum  or  steel  by  the  mile. 
Produces  a  finish  that  will  not  crack, 
craze,  chip,  peel  or  chalk.  Outlasts  all 
others  in  scientific  Wealheromeler  tests. 

We  also  do  forming, 
slitting  and  shearing 

NOTE:  Wf  cannot  guarantee  an 
inexhaustible  supply  of  either 
steel  or  aluminum.  However,  we 
Ctstiguarantee  100^  service  in  pro» 
cessing  and  coating  vour  metal. 
Since  metals  are  scarce,  put  yours  to 
the  best  use.  Give  them  the  best  possi¬ 
ble  coating  and  make  the  best  possible 
profit. 

Ask  for  dotaifs 

ARROW  METAL  PRODIKTS  Corp. 

Third  Avmiw,  Haskdl,  N.  J. 
Pempten  lokas  7-1820 
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Gear  Your  Future  Business 


More 

Sales 


These 
Money  Making 
Products! 


Greater 
Profits 


This  coupon  will  bring  you  the  latest 
literature  and  facts  about  any  product  that 
you  think  you  can  sell.  If  you  are  planning 
to  expand  your  business  volume  by  adding 
another  specialty  to  your  present  line  of 
products,  check  the  items  that  interest  you 
and  mail  to  Building  Specialties,  425  Fourth 
Avenue,  New  York  16,  N.  Y.  No  obligation 
on  your  part  is  implied. 


i 


i 


Fill  in — Techr  off — and  Mail 

May,  1951 

BUILDING  SPECIALTIES 
425  Fourth  Avenue 
New  York  16,  N.  Y. 

Send  me  facts  on  the  items  checked. 

Aluminum  Combination  Doors 

1  Cr  2-Track  Aluminum 
Comb.  Windows 

I'riple  Track  Aluminum  Combinations 
istic  Awnings 
Txed  Metal  Awnings 

Outside  Casement  Storm  Saik 
'Aluminum  Door  Grilles  ^ 

Hood  Combination  Windows 
Wood  Combination  Doors 
^Aluminum  Wall  Tile 
Shower  Doors  &  Tub  Enclosures 

□  Aluminum  Casement  Screens  | 

□  Steel  or  Wood  Casement  Screens  | 

□  Aluminum  Casement  Storm  Sash 

□  Steel,  Wood  Casement  Storm  Sash  1 

I 

□  Sprayed  Plastic  Siding 

□  Sectional  Overhead  Garage  Doors 

□  Plastic  Wall  Tile 

□  Vertical  Blinds 

□  Aluminum  Mouldings 

□  Sprayed  Insulation 

□  Caulking 

n  Plastic  Weatherstripping  for  Metal 
Casements 

□  Stainless  Steel  Sheet  Metal  Screws 

□  Aluminum  Coating  Service 

□  Radiator  Enclosures 

□  Mineral  Wool  Insulation 

□  Venetian  Windows  and  |alousies 

Other  Items . 

Send  me  Bldg.  Specialties,  12  months, 
$3.00  □ 

Name . 

Firm  . 

Position  . 


Address 
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-  th«  Mark!* 

Comb.n««.o" 

With  S««n  Bcoutitul 

COSTOW  pOO» 

V»d  po""  i. rtt 

'  elosu'**-  *****  inteato'  P®'*  ** 

The  a'>»  ®"  L,t.%  "O'*  **": 

I  the  *t«'"*^  mTwI  K'«*" 

I  oned  i»to  i*-  tit  in«d« 

I  ‘",“woo"pa'*‘  ®'iwuA. 

I  O'* '•??  tT^ted  •if' 

I  titically  »;“  *  tepelleht 

I  ?Ssfe-.r;s 

volume  ond  V  .  . 

rs  Dian'ty  •  ■  'aie  qualities  ot 

i  Sl’we’iid  ^'tO®*- 

i  S^N'trt.: 

^  »*'"*'■ 


B.  B.  LESSAM  &  ASSOCIATES 


2917  Carnegie  Ave.,  Cleveland  15,  Ohio  National  Sales  Distributor  Phone:  Superior  1-5800 


Window  Fans 

(Continued  from  Page  23) 

4.  It  is  portable,  can  be  moved 
easily. 

5.  It  is  easily  installed — by  the 
homeowner  himself — by  fol¬ 
lowing  simple  directions. 

6.  It’s  cooling  at  night,  leaves 
the  hou.se  cooler  during  the 
day. 

7.  It  is  adjustable  to  various 
window  sizes  because  it  is 
equipped  with  brackets  and 
spacers. 


In  -selling  night  cooling  fans  you 
mu.st  remember  two  important  dif¬ 
ferences  of  fans  from  other  appli¬ 
ances:  (1)  Fan  sale  is  highly  .sea¬ 
sonal  in  nature;  (2)  fans  are  com¬ 
fort-providing  rather  than  labor- 
saving. 

Therefore,  timing  is  very  impor¬ 
tant.  People  don’t  buy  fans  after 
spending  long  months  of  careful 
consideration.  They  buy  because 
they  want  relief  from  the  heat. 
When  the  demand  comes,  it  comes 
fast  and  heavy.  If  you  aren’t 


stocked  up  then,  you’ll  lose  the 
chance  for  high  profits. 

But,  fir.st  having  the  fans  on 
hand  at  the  proper  time  is  not 
enough.  You’ve  got  to  let  the  public 
know  that  YOU  have  the  inexpen¬ 
sive  way  to  relieve  their  hot  weath¬ 
er  discomfort. 


Wood  Combinations 

(Continued  from  Page  14) 
grades  of  redwood  of  which  only 
four  are  considered  suitable  for 
storm  windows.  Obviously  it  is  pos¬ 
sible  to  make  a  window  of  inferior 
redwood  and  present  it  as  a  price 
bargain.  You  mu.st  educate  your 
cu.stomer  to  the  differences  in  lum¬ 
ber  and  therefore  you  had  better 
learn  .something  about  the  wood  in 
your  own  window. 

Some  salesmen  tend  to  shy  away 
from  telling  customers  about  toxic 
solution  treatment  of  the  wood  in 
their  windows  for  fear  that  this 
w’ill  bring  the  natural  defects  of 
wood  to  the  home  owner’s  atten¬ 
tion.  This  is  a  mistaken  idea.  Most 
homeowners  live  in  wood  hou.ses 
and  have  at  one  time  or  another 
encountered  the  problems  caused 
by  warping,  rotting,  termites  and 
fungi,  and  moisture.  They  will  feel 
reassured  when  you  inform  them 
that  adequate  protection  against 
the.se  problems  has  been  “built  in’’ 
the  window  at  the  factory  by  toxic 
solution  treatment.  They  want  to 
hear  this,  they  de.serve  to  be  told 
about  it,  so  don’t  hesitate  about 
telling  them. 

If  the  question  of  aluminum  is 
brought  up  by  the  cu.stomer,  don’t 
pussyfoot  or  evade  the  issue.  Be 
frank  about  the  advantages  of  both 
materials  without  any  derogatory 
comparisons.  Of  cour.se,  you  should 
stress  the  good  points  of  your  win¬ 
dow'  material,  dwelling  on  its  in¬ 
sulating  properties,  etc.  Take  the 
attitude  that  it  is  a  matter  of  per¬ 
sonal  preference.  For  example  Mrs. 
X  who  lives  in  that  lovely  old  col¬ 
onial  house  around  the  corner  pre¬ 
ferred  w'ood  windows  because  she 
felt  they  harmonized  better  with 
the  style  of  her  type  of  home,  etc. 
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But  whether  you  are  handling 
wood  or  aluminum,  customers  still 
have  to  be  SOLD  before  they  will 
buy  and  if  you  have  taken  the 
trouble  to  train  your  salesmen 
proi)erly,  you  will  have  no  trouble 
keeping  up  your  sales  volume  re¬ 
gardless  of  what  particular  mate¬ 
rial  your  windows  happen  to  be 
made  of. 


Managing  Your  Business 

(Continued  from  Page  15) 
deliver. 

All  of  this  can  be  summed  up  in 
a  very  few  words.  Don’t  get  excited 
and  lo.se  your  sense  of  values.  Con¬ 
duct  your  business  in  a  good,  .sound 
manner  and  follow  those  practices 
that  have  ALWAYS  been  pre- 
.scfibed  by  hone.st,  intelligent  busi¬ 
ness  men. 


NPA 

(Continued  from  Page  13) 

CMP  plan  are  expected  to  have  the 
force  of  an  actual  order  on  a  prim¬ 
ary  producer  and  not  be  merely  a 
hunting  licen.se  for  metal.  However, 
tho.se  in  touch  with  the  aluminum 
supply  situation  feel  that  unless  the 
amount  of  metal  now'  being  siph¬ 
oned  off  to  defense  orders  and  the 
stockpile  are  lessened  substantially, 
allotments  to  producers  of  non- 
essential  items  are  apt  to  be  very 
small,  too  small  in  some  ca.ses  to 
make  business  worth  while.  The 
availability  of  aluminum  for  most 
civilian  uses  therefore  depends  on 
how'  soon  the  projected  expansion 
of  primary  production  facilities  be¬ 
comes  effective.  The  w’ay  things 
look  at  pre.sent  it  will  be  some  time 
in  1953  before  all  civilian  needs  can 
be  fulfilled,  barring  all  out  w'ar. 

Late  last  year  the  Government 
consented  to  a  program  whereby 
aluminum  capacity  could  be  in¬ 
creased  by  about  one  billion  pounds 
per  year.  Now,  four  months  later, 
only  about  half  of  that  program  is 
under  way,  and  most  of  that  por¬ 


Compoand 

s  "e/3sf/c/2ed" .  .  .  no-. 

and  colors. 


Writ*  for  iiomo 
of  your  noorott 
distributor 


MANUFACriMMS  Of  TECHNICAl  PROOUCTS 

2612-26  N.  Martha  Str««t  •  Philadelphia  25,  Pennsylvania 


tion  is  barely  started.  Sites  for 
some  of  the  new  plants  have  yet  to 
be  selected. 

Meanwhile,  of  the  three  domestic 
producers,  one  recently  revealed 
that  by  July  of  this  year  some  95  G 
of  output  would  be  devoted  to  mil¬ 
itary,  e.s.sential,  and  stockpiling 
programs.  Another  indicated  that 
60%  of  its  output  will  be  devoted 
to  military  oders,  20%  to  .stockpil¬ 
ing,  and  5%  to  essential  needs  by 
the  time  CMP  goes  into  effect  on 


July  1st.  At  present  about  75%  of 
this  company’s  production  is  allo¬ 
cated  for  the.se  purposes.  Thus  even 
though  production  ro.se  by  24.5% 
during  the  first  quarter  of  1951,  it 
is  obvious  that  unless  military  and 
stockpile  requirements  are  dras¬ 
tically  reduced  CMP  allotments  to 
non-es.sential  industry  will  be  rela¬ 
tively  .small  until  1952-3  w'hen,  ac¬ 
cording  to  Manley  Fleischman, 
NPA  Administrator,  it  is  expected 
pre.sent  curbs  will  be  eased. 
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oz/iazAss  /:ql  /p.\//:\t 

zr  12  n: :i 

C'OA/PA.\  }  ,  /\C. 


.  .  .  Greotest  nome  in 
comlNiiotioii  windows  ond  doors 
.  •  first  dioico  of  corefyt  byyers 


depth  of  the  corrugations  of  the 
metal,  and  fasten  it  to  the  inside 
surface  of  the  form  at  grade  line. 
After  metal  is  placed,  caulk  the 
joint  at  the  “shelf”  as  indicated  on 
the  drawing.  This  gives  a  weather- 
tight  joint  which  helps  to  eliminate 
drafts  in  the  completed  job. 


Tight  Joint  Between 
Corruggoted  Siding 
and  Foundation 


COMBINATION 
100%  ExtniBed 
ALUMINUM 

STORM 


COAKUOATCO 

ALUMINUM 

SHEATHINO- 

CALKING^ 


Washing  Painted  Sidewalls 

Q. — What  kind  of  cleaning  mate¬ 
rials  should  be  used  to  wash  painted 
e.xterior  sidewalls  of  a  house. 

A. — Soap  and  water  usually  are 
sufficient.  Where  there  is  a  good 
deal  of  .soot  in  the  air,  it  might  be 
On  the  farm  and  utility  buildings  necessary  to  add  a  commercial 
to  be  covered  with  corrugated  paint-cleaning  agent  to  the  water, 
metal,  build  concrete  foundations  In  either  ca.se,  wash  a  small,  incon- 
with  an  offset,  as  shown  in  the  si)icuous  area  first  to  make  sure 
sketch.  To  make  this  off.set,  u.se  a  that  washing  will  not  harm  the 
1  .\  2  or  2  2,  depending  on  the  jiaint. 


Avoiloble 
with  or 
without 
decorative 
grille 
insert 


FOKM 


JASCO 


ALUMINUM 
PRODUCTS  CORP. 


Fleldstone  7-1658 

Nasuu  TtriainI  Road.  NEW  HYDE  PARK.  L.  I. 


cHORTAGES 


To  proti-rt  your  inlrre^t^  and 
lyB  pre>ervr  the  popularity  of  the 

Rolaf|lai>»  .4iuniinum  Storm 
Window  we  are  rontinuinit  to  make  good  deliveries 
in  spite  of  many  restrirtions.  controls,  and  shortages. 
The  famous  features  of  Rolaglass  windows  surh  as 
finger-tip  control,  noiseless  roller  glide,  inside  installa¬ 
tion,  and  snug-fitting  interlocking  device  have  ac¬ 
counted  for  the  wide-spread  customer  acceptance. 
This  we  want  to  maintain.  You  can  be  sure  we  are 
doing  our  best  to  answer  your  problems. 


Req  Trademark  —  Pol  USA 
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B.  S.  Reporter 

(Continued  from  Page  26) 

Sloone-Blabon  Names 
New  Distributor 

Levin  Brothers  of  Terre  Haute, 
Ind.,  has  been  appointed  by  the 
Sloane-Blabon  Corporation  as  dis¬ 
tributor  for  its  smooth  surface  floor 
coverings,  Carl  Neuman,  Midwes¬ 
tern  sales  manager,  announced. 

*  «  « 

Modular  Coordination 
Hastened  by  Emergency 

Efforts  to  prevent  further  in¬ 
creases  in  building  costs,  the  pos¬ 
sibility  of  a  shortage  of  workers  in 
.some  building  trades,  and  the  de¬ 
sire  to  prevent  unnecessary  waste 
in  the  use  of  building  products  will 
hasten  the  adoption  of  modular  co¬ 
ordination  during  the  emergency, 
A.  Naughton  Lane,  president  of  the  I 
Producers’  Council,  .stated  Satur¬ 
day. 

“Modular  coordination  .saves 
both  time  and  materials  in  con¬ 
struction  becau.se  materials  u.sed  in 
(Continued  on  Page  44) 


out  lUCKT 

CUSTOMERS 


NASH  ALUMINUM  COMBINATION  WIN¬ 
DOWS  AND  DOORS  HAVE  ACHIEVED  A 
HIGH  PLACE  IN  THE  INDUSTRY  —  ALL 
NASH  CUSTOMERS,  DISTRIBUTORS 
AND  DEALERS  HAVE  ENJOYED  A  FINE 
PROFITABLE  BUSINESS  WITH  US.  NOW 
THAT  ALUMINUM  IS  BANNED,  THIS 
GREAT  ORGANIZATION  WITH  ITS  MANY 
EXCELLENT  CUSTOMERS-YES,  THESE 
LUCKY  CUSTOMERS  WILL  CONTINUE 
IN  BUSINESS  WITH  NO  INTERRUPTION. 
THE  NEW,  THE  ENTIRELY  DIFFFERENT 
WOOD  WINDOW,  A  NEW  INVENTION 
IN  WINDOWS  WILL  SOON  BE  AVAIL¬ 
ABLE. 

NASH  MANUFACTURING  COMPANY 

LONG  BRANCH,  N.  J. 
BRANCHES; 

NEWARK,  N.  J.  -  BALTIMORE  •  PHILA. 


you  be  abie  to  HOLD 
Salenmen  during  lOSi? 


Are  current  shortages  of  materials  jeopardizing  your  business? 
Are  you  seeking  a  profitable,  permanent  business  in  which  supplies 
are  unlimited?  Do  you  want  to  handle  a  product  that  is  profitable 
at  all  times— in  war  or  in  peace? 

If  you  are,  and  if  you  are  financially  stable . . .  have  a  good 
community  reputation  . . .  and  are  willing  to  take  on  a  full-time 
business,  here  is  a  real  opportunity. 

The  Eagle-Picher  Company,  manufacturer  of  nationally  famous 
Eagle-Picher  Mineral  Wool  Insulation,  offers  a  limited  number  of 
exclusive  contractor  franchises.  Offers  these  franchises  now  ...  at 
a  time  when  our  already  successful  contractors  are  entering  what 
should  prove  to  be  their  most  profitable  year. 

Threats  of  fuel  shortages  make  insulation  particularly  easy  to  sell. 
And  this  business  enjoy  s  a  very  enviable  position  in  view  of  current 
credit  restrictions  on  many  other  consumer  products. 

An  Eagle-Picher  Home  Insulation  Franchise  means  that  you  get 
your  own  assigned  sales  territory.  It  means  that  y  ou  are  the  contrac¬ 
tor  for  a  nationally  advertised  product  that  is  a  basic  need  in  our 
economy.  And  it  means  that  you  are  furnished  hard  hitting,  effective 
merchandising  programs,  aggressive  advertising  and  sales  promo¬ 
tion  campaigns  plus  the  reputation  of  a  nationally  known  company 
with  a  respected  name  in  home  insulation. 

Write  today  for  complete  information  on  profit  oppor- 
tunitiet.  Address  your  letter  to  the  Building  Insulation 
Department. 
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THE  EAGLE-PICHER  SALES  COMPANY 

American  Building,  Cincinnati  (1),  Ohio 


Triple  Track 

,  Aluminum 
— Combination  WINDOWS 


Soles  come  eosy  with  EXCELUM  windows  be* 
couse  you're  selline  top  quolity.  Engineored 
from  the  finest  extruded  oluminum,  they  hove 
eliminoted  service  colls.  Soles  resistonce  melts 
when  you  show  EXCELUM's  exclusive  feotures 
ond  rigid  construction. 


Cxcclum 


COMBINATION 

ALUMINUM 


DOORS 


WrH»  ter  DeMh  et  Our  DMrIbutor  KO  PLAN. 
txdutlre  territories. 

Jamaica  Sash  &  Door  (o. 
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BUILDING  SPECIALTIES 


Che€k  Hmm  important  focts 
V'  No  Pointing  Required 
Completely  Assembled 
All  Conceoled  Hordware 
Windows  Prefitted 
Wood  Moulding — No  Putty 
Immediote  Delivery 
Some  Deolership  Available 


albert -PRODUCTS  CO. 


21315  Grand  River 


Detroit  t9,  Mich. 


B.  S.  Reporter 

{Continued  from  Page  43) 
combination  are  dimensioned  to  fit 
together  with  a  minimum  of  costly 
cutting  and  patching,”  Mr.  Lane 
said. 

“When  all  materials  used  in  a 
building  project  are  available  in 
modular  sizes  and  when  the  build¬ 
ing  has  been  designed  on  the  modu¬ 
lar  basis,  savings  of  10  to  20  per 
cent  are  possible  in  the  cost  of 
erecting  the  structure. 

“The  development  and  adoption 
of  modular  coordination  is  a  joint 
project  of  the  Producers’  Council 
and  the  American  Institute  of 
Architects,  under  the  sponsorship 
of  the  American  Standards  A.sso- 
ciation. 

“The  Housing  and  Home  Finance 
Agency  is  also  helping  to  stimulate 
the  wider  adoption  of  modular  co¬ 
ordination,  in  accordance  with  the 
legislation  enacted  by  Congress. 

“In  addition  to  savings  realized 
in  construction  and  materials,  arch¬ 
itects  save  time  through  the  use  of 
modular  design,  and  additional 
time  is  saved  on  the  job  site 
through  simplification  of  layout 
problems. 


If  you  do  building,  insulating,  waterproof¬ 
ing,  weatherstripping,  asbestos  or  brick  siding,  use^ 
PARALASTIC  on  your  next  job.  It's  easy  to  apply 
. .  .  seals  perfectly  .  .  .  gives  outstanding  protection! 


NOW  AVAILABLE  IN  BRILLIANT  WHITE 

.  .  .  especially  compounded  to  match  and  blend  perfectly 
with  White  Asbestos  Siding.  Other  colors;  Natural,  Gray,  Green, 
Buff,  Red,  Black.  Write  for  information  and  free  gun  offer. 

SOLD  BY  LEADING  JOBBERS 


(A  few  jobber  territories  still  open.) 

•REG.  U.S.  PAt.  orr. 

IT  ISN’T  INSULATED  UNLESS  IT’S  CAULKED 


PARALASTIC  PRODUCTS  CO.  INC. 


122  EAST  42r4  ST.,  NEW  YORK  17.  N.  Y. 


New  Products 

{Continued  from  Page  21) 
the  blind  stop,  and  there  are  models 
to  fit  all  openings,  including  out- 
swinging  casements.  Made  by  Ace 
Industries. 

•  •  ♦ 

Powered  Roof  Ventilation 

The  Ilg  Ventilating  Company, 
is  announcing  a  new  Type  “PRV” 
Power  Roof  Ventilator,  suitable  for 
schools,  hospitals,  apartment  build- 
,  ings,  commercial  building.s  and  in¬ 
dustrial  plants.  The  unit  is  offered 
I  in  eleven  sizes,  each  size  available 
in  two  to  four  different  speeds.  For 
extra  quiet  operation,  low  speeds 
;  are  available  in  each  of  the  11 
:  sizes. 

^  The  new  unit,  consisting  of  a 
i  housed  direct-connected  centrifugal 
I  fan  and  motor,  features  positive 
controlled  ventilation  independent 
i  of  wind  or  w-eather  conditions  in 
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sizes  providing  air  deliveries  over 
the  unusually  large  range  of  pres¬ 
sures  from  free  air  to  I'i"  static 
I)ressure. 

Positive  pressure  ventilation  is 
provided  to  cool  the  motor  and 
motor  compartment  with  cool,  clean 
outside  air.  Suction  pressure  pro¬ 
duced  by  the  fan  wheel,  which  is 
fitted  with  backplate  fins,  main¬ 
tains  a  steady,  low  velocity,  cooling 
air  stream  that  pa.sses  through  the 
motor  compartment  and  motor. 

4>  *  * 

New  Booklet  on  Ways 
To  Finance  Kitchens 

Eight  practical  ways  to  finance 
a  kitchen  are  described  in  a  new 
Mullins  Co.  booklet  for  u.se  by  re¬ 
tail  dealers.  It  is  also  being  dis¬ 
tributed  by  the  factory’s  inquiry 
department,  with  a  booklet  insert¬ 
ed  in  each  consumer  catalog. 

Entitled  “8  Ways  to  Pay  for 
Your  New  Young.stown  Kitchen 
and  Increa.se  the  Value  of  Your 
Home,”  the  booklet  points  out  that 
kitchen  modernization  is  a  safe  and 
practical  investment.  A  modern 
kitchen  adds  to  hou.se  value  and 
helps  protect  the  present  invest¬ 
ment. 

The  eight  financing  methods  sug¬ 
gested  are  bank  loan ;  mortgage  re¬ 
financing;  two  types  of  open-end 
mortgage;  F.  H.  A. ;  time  payment; 
unit  -  by  -  unit  modernization  with 
small  initial  investment,  and  in¬ 
clusion  of  a  Young.stown  Kitchen 
when  building  a  home  or  buying  an 
incompleted  home. 

«  «  * 

Formica  To  Manufacture 
Four-By-Ten  Foot  Sheet 

The  Formica  Co.  announced 
plans  for  production  of  decorative 
sheets  48  inches  wide  and  120 
inches  long,  which  is  one  foot  wider 
and  two  feet  longer  than  the  larg¬ 
est  size  pre.sently  offered. 

The  new  size  offers  two  major 
advantages  to  dealers  and  builders. 
It  eliminates  the  need  for  joints  on 
many  outside  surfaces,  such  as 
large  tables,  bars,  counters,  sink 
tops  and  wall  panels.  It  also  affords 
greater  flexibility  in  cutting  pieces 
{Continued  on  Page  461 


WKwWy 

whh 


We  challenge  comparison  with  any  aluminum 
storm-screen  Doors  and  Windows  for  all  four 
star  features: 


^  ParmoRMt  Construction  -k  Usablo  FooturM 


★  Distinguishabio  Quality  k  Economy  Prico 


K«ytfon*  off«n  procticol  f«otur«t  fhot  cuttomtrt  con  r«ad* 
ily  ond  oppr«ci<it*.  Sturdy,  bolanctd,  cJ«ar  vision  door 
construction  with  full  longth  piono  typo  King#  which  tlimi- 
notos  mortising.  Door  con  bo  hod  with  or  without  jamb. 
5olf*storing,  TRIPLE  ACTION  Windows  with  spocial  vonti* 
loting  louvofs.  Adjustablo  closuro  strip  for  porfoct  fitting. 
I  All  glass  gloxod  in  plastic  for  oasy  roplocomont.  Yos,  low  in* 
^  stollotion  cost  plus  no  oftor  hoodochos  moons  MORE  PRORTSi 


fA^T  DILIVIRY  •  ASSIMilY  PLANTS  COAST  TO  COAST 


V./ /////./<  //,')  !  (/  A) 

KEYSTONE 

ALLOYS  COMPANY 

LATROBE,  PA. 

Wire,  Phone  or  Mall  Coupon  NOW! 


KfYSTON!  ALLOYS  CO 
Nufionul  Viles  OH»c«. 

Ildg ,  fimburgh  22, 

S«nd  complete  tnlormeiion  We  e<e  inte>vs*ed  r 
□  6itrr.bu*orship  □  Deelersti^ 


Neme.. 


BUILDING  SPECIALTIES 


only  for  patching  holes  and  cracks 
but  for  replastering  an  entire  wall 
or  ceiling,  and  also  for  new  work. 
It  is  light  in  weight,  easy  to  use,  in¬ 
sulating,  fireproof  and  sound  dead¬ 
ening. 

Kwik-Patch  is  sold  in  4-lb.,  12-lb. 
and  36  -  lb.  packages.  Thirty  -  six 
pounds  (one  cubic  foot)  will  cover 
27  square  feet  when  applied  in  %- 
in.  thickness  over  solid  surface 
base  (gypsum  lath,  etc.). 


New  Products 

(Continued  from  Page  45) 

of  the  size  desired  from  stock 
sheets,  thus  reducing  waste. 


Ready-Mixed  AU-Purpose 
Wall  Plaster 

A  ready-mixed,  complete  formula 
wall  plaster  with  vermiculite  aggre¬ 
gate  is  now  available  in  Kwik- 
Patch  Plaster,  made  by  Mathews 
Plaster  Co.  When  water  is  added 
Kwik-Patch  is  ready  to  use  on  any 
type  of  plaster  base.  One  applica¬ 
tion  takes  the  place  of  scratch, 
brown  and  finish  coats  normally  re¬ 
quired  w'hen  regular  sanded  plaster 
is  used.  Kwik-Patch  Plaster  can  be 
troweled  to  a  smooth,  hard  finish 
after  it  begins  to  set,  and  can  be 
papered  or  painted  as  soon  as  it 
dries. 

Extremely  crack  resistant,  it  w'ill 
take  a  10-penny  nail  without  crack¬ 
ing  or  even  chipping.  It  has  greater 
holding  power  than  sanded  wall 
plaster.  Kwik-Patch  Plaster  is  not 


Ac*  Industries  Co.,  The . 

Aluuiinum  Air-Seal  Mfg.  Co.. 

Albert  Products  Co . 

Anderson  Mfg.  Co.,  Inc.,  V.  £.. 

Arlite  Industries,  Inc . 

Arrow  Metal  Products  Corp... 

Barnhart  Co.,  The  A.  W . 

Beaux  Art  Crafts . 

BelsMi  Co.,  Inc . 

Building  Specialties  . 

Calbar  Paint  &  Varnish  Co - 

Calder  Manufacturing  Co . 

Charles  Co . 

C-Thru  Aluminum  .4wning  Co. 

Draftite  Products  Co . 

Eagle  Picher  Sales  Co.,  The. . . 

Feather-Lite  Mfg.  Co . 

Graef  Storm  Window  Co . 


CLASSIFIED  ADVERTISING 

Dndar  this  haodinq  cloasifiad  odTarliaeaMati 
ora  oecaptad  at  tha  uniiorm  rata  oi  25  caola 
a  word,  but  no  adTartlsamaat  lakan  lor  laaa 
than  20  words  with  a  miaimum  chorqa  ol 
85.00:  3  months  ot  20c  pot  word  par  insaitloa. 
Chock  or  Monoy  Ordar  must  accompany  copy  ot 
Classtflod  Ad.  AdTortiaomants  solicitating  dooi- 
ors  or  distributors,  ot  now  products  ior  solo,  not 
aceaptad  in  ciossiflad  saction.  Addroas  all  cobs 
munications  to  Ciossiflad  Daportmant.  BUILD¬ 
ING  SPECIALTIES,  425  Fourdi  Aranna.  Now 
York  IS.  N.  T. 


HELP  WANTED 


i^ALKS  MAXAtiEKS  WANTED:  We  have  open 
mgs  for  amliitiuus  and  ex|ierienced  salesmen  in  the 
simulated  stone  field  .  .  .  men  cai>ahle  of  trainitiK 
sales  crews  and  handlin:?  complete  sales  orKaniza- 
tions  fur  established  Bondstone  dealers.  Excellent 
salaries  and  commissions  plus  partnerships.  Emco 
t'ement  Ertslucts,  Inc.,  Shamokin,  Pa. 


Back  Cover 


SELL 

KAUFFMAN 
RADIATOR  ENCLOSURES 


Ida  Producta  Co . 

Industrial  Steels.  Inc . 

Jamaica  Sash  &  Door  Co . 

Jasco  Aluminum  Products  Corp. 

Kauffman  Radiator  Shield  Co.. 
Keystone  Alloys  Co . 

Lessam  &  Associates,  B.  B . 

Ludman  Corp . 

Metal  Tile  Products,  Inc . 


FOR  SALE 


SASH  AND  DOOR  Factory:  Complete  wmxlwork- 
tnjf  facilities  for  manufacture  of  wootl  combination 
w’intlows  and  diKirs.  50,000  sg.  ft.  under  roof  with 
railroad  sidinK.  dry  kiln  and  own  water  generated 
electricity.  Ideally  located  in  Western  Pennsylvania 
for  immediate  occupancy  Box  Building  Sl*e* 

cialties,  425  Fourth  Ave.,  New  York  16,  N.  Y. 


Nash  Manufacturing  Co .  43 

Paralastk  Products  Co.,  Inc .  44 

Paramount  Aluminum  Products  Co..  34 

Rologlass  Equipment  Corporation..  42 
Roofing,  Siding  &  Building  Special¬ 
ties  Manual .  27 


MISCELLANEOUS 


BUSINESS  FOR  SALE:  Opportunity  to  buy  highly 
specialize*!  contracting  business  with  all  personnel 
completely  trained — store  fronts,  neon  signs,  theatre 
marquees.  Established  customers  in  radius  of  five- 
hundred  miles.  Located  in  midwestern  industrial 
city  of  seventy  thousand.  Profits  twenty  to  thirty 
thousand  annually.  Owner  retiring  from  business 
due  to  health.  Reply  Box  321,  Budding  Specialties, 
425  Fourth  Avenue,  New  York  16,  N.  Y. 


Schumacher  Co..  The  F.  E.. . . 
Shower  Door  Co.  of  America 

Sprayed  Insulation,  Inc . 

Stahl  Industries,  Inc . 

Stylon  Corporation  . 

Trimedge,  Inc . 


SALESMEN:  If  you  want  to  improTe  your  tell¬ 
ing  technique,  get  a  copy  of  Afy  Hardest  SaU.  Tbit 
brochure  containt  authentic  ttoriet  from  men  on  the 
firing  line,  the  fellows  who  go  out  every  day  and  get 
the  signature  on  the  dotted  line.  There  are  20  real, 
live,  success  stories  at  10  cents  per  story,  or  $2.00  for 
the  brochure.  Send  for  one  or  several  brochures 
today.  Building  Specialties,  425  Fourth  Avenoe. 
New  York  16.  N.  Y. 


Warner  Mfg.  Corp . 

Weather-Tite  . 

Wilson  Mfg.  Co..  L.  S . 

Youngstown  Industries,  Inc. 


FOR  OLD  HOMES 


AND  NEW  HOMES 


y  FINEST  CONSTRUCTION 


EASY  TO  mSTAU 


^'^Wism 
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W  K  t  T  e  THE  f  A  C  T  O  M  Y  Off  YOUff  NEAREST  DISTRIBUTOR 

V.  E.  ANDERSON  MANUFACTURING  CO.,  INC.  OWENSBORO,  KENTUCKY 

78  Sizos  corriod  in  stock  by  tht  following  distributors: 

Invisiblo  Window  Co.  Goo.  W.  Tropp  Mfg.  Co.  Scbnoidor  Hdwo.  Company 

St.  Louis«  Missouri  Dotroit,  Micbigon  Cincinnoti,  Ohio 

Woothor-Tito  Invit.  Wd.  Co.  Kirkpotrick  Brothors 

Konsos  City,  AAo.  Lincoln,  Nobr. 
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STORM  WINDOW 
^  AND  SCREEN: 


SIF  STORMei 

FASTiST  SELLING  COMBINATION 
WINDOW  ON  THE  MAiKHI 


LOW  COST 


fM 


The  QUINCY 

CRYSTAL 

GLIDE 


KYSTALGLIDE 


A  NEW  nORN  WINDOW 
that  combines  Hie  BEST 
iealures  of  both  mabog- 
any  and  metal  windows... 


5ASH 


KtOhaflOOfr 


Here  at  last  is  a  modem  3>track  combination 
storm  window  made  of  proven  materials,  with 
erch  material  SELECTED  for  the  specific  job  it 
haa  So  do.  Easy  to  install,  its  trouble  free  oper¬ 
ation  and  beauty  make  it  the  ‘*Dream  Window*’ 
that  you  have  bran  waitinyc  for  ...  a  brand  NEW 
combination  window  with  TREMENDOUS  sales 
appeal  .  .  .  IMMEDIATE  DELIVERY. 


ii/'lUe  w-CUUf.  for  fall  Iwfwraiafioa  aad  de¬ 
scriptive  litersrtare.  Eicletive  territories  available. 


**The  Name  Quincy  Means  Quality' 


